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HERE'S 


VALUE! 
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D ON'’T take our word 


for it! When you've inspected a pair of Trimfoot 
Pre-School Shoes, you'll agree that they represent 
the value Mothers are seeking in a pre-school 
walking shoe. Inspect a pair right now! Sample 
will be sent on memo billing. Write or wire collect! 
CHECK THESE FEATURES 
e Folded Leather Edges. « Molded and Leveled Flex- 


e Invisible Eyelets. ible Hard Sole. 
> Cop-aicce SeamlessQuarter * Sanitized Throughout. 
nings. 


© Sezing os’ Ww T 
© Lasted-in Lining. ~ Mot” oat 


¢ Full Leather Insole and © Pedied Tr Tongue. 
unters. * Leather ayeies Stay and Top 
Genuine Leather Welting. Facing. 


TRIMFOOT PRE-SCHOOL SHOES ILLUSTRATED IN-STOCK 


Bottom No. 900— White, Brown, Smoked or Biack Elk and Black 
Patent. Sizes 3 to 8 in B, C, and D widths 
Center ire i= White or Brown Elk. Sizes 3 to 8 inB, C, and 


hs. 

Top No. theo pie Elk or Black Patent Sizes 3 to 8 in B, 
C, and D widths. 

Prices Marr’ sizes from 3 to & retail for $2.00 and cost you 
Half sizes from &% to 8 retail for $2.60 and cost you 


$1.50. 
All prices are F.O B. St. Louis less 5%-10 days E.O.M., 30 days net 


TRIMFOOT Px cheol SHOES 


TRIMFOOT COMPANY +4060 FOREST PARK BOULEVARD « ST. LOUIS, MO. 
SAN FRANCISCO HAMILTON, ONT. 
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LEADING Chicago merchants, 
gathered for a preview of new Fall 
styles, received somewhat of a jolt 
and a new slant on fashions recently 
when Dr. Herbert Blumer, associate 
professor of the University of Chi- 
cago and ex-football player and 
coach, addressed the State Street 
Council. A world which iaay be 
dominated by dictators, he told 


them, will no longer have a place 
for popular fashion as it is known 
today. “With the industrial revo- 
lution fashion became democratized. 
It was taken out of the hands of 
the elite and put into the hands of 
the people. Since then fashion has 
not been set up by prestige groups, 
but has rather belonged to the 
masses. Even though the elite 
groups originate fashion trends, it 
is only by virtue of the fact that 
they give expression to the tastes 
of masses of people that they suc- 
ceed. If a style introduced is contrary 
to the latent dispositions of the peo- 
ple, it will have no success. Fash- 


ion in modern: life is dependent on 
a free class society and a democratic 
way of life.” 

FF. L. EMERSON, president of 
Dunn & McCarthy, in the new ENNA 
JETTICK handbook, pocket edition 
size, says: 

“What are the ‘makings’ of a 
successful shoe operation? A well- 
balanced stock with a range of 
styles, sizes and widths, dependent 
on your present volume and future 
prospects. 

“Adequate Publicity — meaning 
windows that sell and advertising 
that sells. 





“A competent sales force. A 
sales force fully convinced of its 
full responsibility in properly fit- 
ting feet. A sales force fully con- 
vinced that such accurate fitting is 
a fine job. Where accuracy is as 
important as in compounding a pre- 
scription. 

“A source of supply for the 


[11] 
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IMMEDIATE replacement of sold 

important sizes. A source of sup- 

ply equipped to furnish PRONTO 

any special style, size or width that 

you may be temporarily out of or 

could hardly be expected to carry.” 
7. - * 


*®JTHE veteran shoe traveler has 
been getting the short end of it for 
quite a while,” is the way an anony- 
mous letter to us starts. Usually we 


SS 


ignore letters unsigned but in this 
case we happened to recognize the 
writing. So we will shoot it for what 
it is worth—continuing: “He puts 
in the best years of his life building 
up the trade, not only working for 
the interests of his employer but 
also for the retailers. He not only 
knows what the retailers demand in 
his own territory but, in a great 
many cases, is responsible for the 
success of his customers. In plain 
words, he uses his head in place of 
his heels. 

“There are too many changes in 
some lines. Just check up on con- 








[12] 


cerns that hold their salesmen year 
in and year out and want them to 
make money — against the ones 
changing their salesmen and their 
policies every season. Do you think 
a retailer wants a new man calling 
on him every season? It is not the 
amount of the first bill that means a 
good, growing account. The right 
shoe salesman must know his line 
and just how each style must be 
sized up. Also, if he has been cover- 
ing the same territory he can save 
his employer a lot of trouble, be- 
cause factories do make mistakes. 

“The test of a line is in the store. 
You can’t make a good salesman 
representative of a line in a week, 
in a month or in a season. There is 
a lot of patience as well as promo- 
tion in any new job. A good travel- 
ing salesman is worthy of his hire 
and he can’t do a good job selling 
your shoes when he is often not 
making as much as the clerk who 
sells hats, gloves, etc., in a store. 

“What this trade needs is a little 
more regular sense on salesmanship 
and the part it plays in the distribu- 
tion of shoes at a profit.” 


ALLEN W. RUCKER has pub- 
lished “SCIENTIFIC PRICE MAN- 
AGEMENT”—“first manual apply- 
ing a scientific approach to what is 
probably the knottiest problem in 
business. If we cut our price, give 
the customer a quantity discount, an 
added freight or advertising allow- 
ance, how much must we increase 
our volume to compensate—at what 
point will the increase in volume off- 
set the price concession and add to 
income? And if we increase our 
costs by giving more to labor or 
more to the customer or add to sales 
and advertising costs in the hopes 
of increased volume, what is the 
minimum increase in volume re- 
quired to compensate for the added 
costs?” 

The great value of the book to 
the sales manager and merchant is 
that it gives you a formula on pric- 
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—What an ornery, cussed, disap- 
pointing word that little three- 
letter BUT can be. 

—For example:— 

—"l really like these shoes BUT. . . 

—"l would gladly contribute to the Red 
Cross BUT... 

—"'l would join you at golf this afternoon 
__ See 

—"I should really accept your proposi- 
tion BUT... 

—"'l would send you a check BUT... 


—<And so forth and so on ad infin- 


itum. 


—I'd like to send all my Recorder 
reader friends a Christmas check 
for $1,000. BUT... 


aa 


President 





ing, up and down. For instance, 
to find the added volume necessary 
to justify a reduction of 25c. per 
pair, one simply consults a calcula- 
tor chart and reads off the answer. 

According to Allen Rucker, “SCI- 
ENTIFIC PRICE MANAGEMENT” 
is not so much a book as it is a 
working manual for executives who 
must make decisions relative to 
prices or costs. 

Published by THE EDDY-RUCK- 
ER-NICKELS COMPANY, Cam- 
bridge, Mass., $5.00 per copy. 


BRESOLUTION adopted by direc- 
tors of the New England Shoe and 
Leather Association, pledging the 
Association’s support to the national 
defense program: 

WHEREAS, It is the policy of 
the President and the Congress and 
the people of the United States to 
strengthen by all means the Na- 
tional Defense and, : 

WHEREAS, the President has 
appointed an Advisory Commission 
to the Council of National Defense 
and the President and Congress 
have instituted other defense mea- 
sures in all fields, now therefore, 


BE IT RESOLVED, 


That the New England Shoe and 
Leather Association and its mem- 
bers hereby extend to the President 
of the United States, the members 
of the Advisory Commission, the 
citizens of the country and their 
elected and appointed representa- 
tives, the assurance of their full sup- 
port of the program for National 
Defense and their desire and intent 
to cooperate particularly in all mat- 
ters concerning the design, manu- 
facture and supply of military and 
naval footwear. 


* * ” 


FP. D. BLAIN, sales manager of 
Endicott Johnson Corporation, En- 
dicott, New York, has over his 
desk a framed card, reading: 


THE SALESMAN’S CREED: “I be- 
lieve in the goods I am selling, in the 
firm I am working for, and in my ability 
to get results.” 

“I believe that honest goods can be 
sold to honest men by honest methods.” 

“TI believe in working, not waiting; in 
laughing, not weeping; in boosting, not 
knocking; and in the pleasure of selling 
goods.” 





“I believe a man gets what he goes 
after; that one order today is worth two 
orders tomorrow, and that no man is down 
and out until he has lost. faith in him 
self.” 

“I believe in today and in the work I 
am doing, in tomorrow and in the work 
I hope to do, and in the sure reward that 
the future holds.” 

“I believe in courtesy, kindness, in 
generosity, in good cheer, in friendship, 
and honest competition.” 

“I believe there is an order. somewhere 
for every man that is ready to take one.” 

As we go around the country we see 
many a creed or poem or a quotation in 
the office of shoe men. We like to give 
credits from whence they come but time 
covers them with the cloak of anonymity. 
The interesting thing is that when we 
again publish these creeds, they swing 
around the circuit and appear somewhere 
else, in some other day and age—to stim- 
ulate thinking, imagination and sales- 


manship. 
* - * 


AMES W. YOUNG, director of 


the Bureau of Foreign and Domes- 
tic Commerce, announced the in- 
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auguration of a new business re- 
porting service covering chain shoe 
store operations as a supplement 
to information on retail trade and 
inventories now being made avail- 
able by the Bureau. 

The new data will be issued 
monthly and will indicate current 
changes in the cost value of inven- 
tories on hand as well as the value 
of retail sales in the chain shoe 
store field. Forty-five chain shoe 
organizations operating more than 
3000 store units widely scattered 
throughout the United States have 
thus far agreed to furnish figures 
for this report, Mr. Young said. It 
is estimated that this sample covers 
over half of all chain shoe store 
sales and nearly half of all stock 
holdings. 

Sales in July of this year 
amounted to $11,417,000, as com- 
pared with $10,799,000 in July, 
1939. The sales increase from July 
of last year is attributed to an ex- 
pansion in the number of store 
units operated by chain shoe firms. 
During the 12-month period, there 
was a net increase of 2.7 per cent 
in the number of stores operated 
by the 45 firms submitting reports. 
About one-third of the chain organ- 
izations expanded the number of 
their store units during this period 
while one-sixth of the chains re- 
ported fewer stores in operation 
this year. 


THE National Retail Dry Goods 
Association seeks, through the sign- 
ing of the “Buyer’s Pledge by 
thousands of store buyers, to make 
them active agents in the markets 
against unwarranted price increases. 
Buyers will carry copies of the 
“Pledge” with them when they visit 
markets, under the plan, and use it 
to show that they are pledged to 
their stores not to join the forces 
which might cause prices to rise 
rapidly. These and other phases 
of the program were enthusiastically 
indorsed by the board of directors 
of the Merchandising Division of 
the N.R.D.G.A. at a meeting in the 
Association offices, presided over 
by Sidney Solomon, chairman of 
the Division, and vice-president and 
general merchandise manager of 
Abraham & Straus, Inc., Brooklyn. 


The text of the “Buyer’s Pledge to 
His Store” is as follows: 


“In view of assurances which have come 
from Washington that general produc- 
tion capacity is ample, that the National 
Defense Council has organized to antic- 
ipate unusual demand in any specific line 
by increasing production, and that any 
temporary rise in prices might have a 
disastrous effect, I (Buyer's Name), 
Buyer of (line purchased) for (firm 
name) of (city), desiring to support the 
National Defense campaign, do hereby 
pledge myself to my store management 
to do all within my power to prevent un- 
justifiable increases in the price of mer- 
chandise at retail. To help prevent the 
vicious spiraling of prices I will carry out 
the following program recommended by 
THE NATIONAL RETAIL DRY GOODS 
ASSOCIATION: 


1. I will vigorously resist any price ad- 
vances in the wholesale market which 
seem to me without justification. 


2. I will promptly report to my supe- 
riors in the store any price increase which 
seems unreasonable. 


3. I will report efforts by manufacturers 
and their salesmen to stampede me into 
buying unusual quantities by talk of 
shortage. 


4. I will not speculate in merchandise. 


5. I will not place “blank check” orders 
but will insist on the quotation of a firm 
price. 


6. I will instruct my salespeople not to 
talk to their customers about threatened 
shortages and forbid them to urge con- 
sumers to “buy now before prices go up.” 

Signed (Buyer) 





























AN OLD RHYME 


She used to climb upon my knee, 
A darling Curly-head, 
To have a romp and goodnight kiss 
Before she went to bed. 
And often, as I held her so, 
Her small, worn shoe she'd see, 
And with a twinkle in her eye 
She’d sing this rhyme to me: 
* * om 


Shoemaker, Shoemaker, mend my 


shoe. 
Whatever shall I do? 
My toe is almost through! 


We were so poor! Her little shoes 
Were always worn quite through 
And mended many, many times 
Before she got some new. 
She’d smile down at the tiny toes, 
All rosy, peeping out, 
And then she'd hold her small foot up 
While she would gaily shout: 
- + * 


Shoemaker, Shoemaker, mend my 
shoe. 

Whatever shall I do? 

My toe is almost through! 


Ah, those dear times are far, far gone; 
She’s wealthy now, and proud. 

On her small daughter no worn shoes 
Have ever been allowed. 

But how I'd like to see that child, 
A pale, still little thing, 

Romp as her mother used to do 
Till she would have to sing: 

7 _ - 
Shoemaker, Shoemaker, mend my 
shoe. 
Whatever shall I do? 
My toe is almost through! 


"What's the matter, Dodsworth—are you completely nuts—giving our customers the 
hot foot?" 











Yr fearure* 
W ankelman 





Popular Just Before the Last 
Party Shoe of the Victorian & 
Back Again in Mang St 

the traditional 

Metallic, 
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Gives NEW Lustre to Fall Shoes 


EBROWN growing stronger every day. That’s the re- mixtures. Because the brown shoe with these colors is 
port we're getting of Fall selling in stores all over the just as good as—or better than—black. 

country, stores catering to every kind of income bracket, And now, riding in on the crest of this brown wave is 
from $4 up. Brown in dressy types, as well as in tailored bronze—the “highlight in the bronze picture,” as one 
and spectator. Brown coming in so strong because it is shoe man has called it. 

just the right complement for the colors in Fall dresses, If you sell shoes under $8.75, you probably haven't 
suits and coats—the blues, greens, greys, beiges and thought of adding bronze to your late Fall stocks. Maybe 
browns and brown furs and the plaids, checks and tweed you have decided against gambling on another color. 


Left: A new note for dress this Fall and 
Winter. A bronze sandal will appeal to 
the style-minded woman for many of her 
lovely new costume colors. From Del- 
man. Right: Alligator lizard with « 
bronze finish—“Beetle Bronze,” they 
call it—has unusual color and surface in- 
terest for an all-purpose town shoe to 
wear with black, brown and green. From 
Andrew Geller. 











Lt Pe" ag ve 











Left: A 1940 look is given 
to this bronze pump by the 
cystablike plastic used in 
the heel and throat orna- 
ment. From Saks Fifth Ave- 

nue. Middle: Most ladylike 

of shoes is a bronze kidskin pump. Trim it with little touches of 
atin and you add to its quiet elegance and charm. From Frank 






rs is Brothers. Right: This new golden copper shade in fine color-fast 

calfskin is a beautiful complement to Fall colors in furs and 
ve is jabrics—a new metallic, it is called “Victorian Bronze” by the 
cine maker of the shoe. From I. Miller. 





Maybe you are right. We don’t know your store or your 
type of customer. But, even if you don’t buy any bronze 
now, you will certainly want to watch what it is doing 






Fall and with a view to your Spring business. There is much 
appeal to talk of it for Spring. Many bronze finishes were shown 
ny of her at the recent showing of Spring leathers by the Tanners’ 
oy Council. Bronze kidskin, calf, reptiles—real and simu- 
‘e.” they lated—and patent leather, are being suggested as alterna- 
surface in- .. tives to the classic black patent leather. 

» shoe to Styles have their cycles and the time for bronze seems 
en. From 





to have come ‘round again. Much depends on how you 
promote it. And there are at least three good angles 
for promotion. For the conservative older woman it has 
the appeal of tradition. We know one woman who always 
has a pair of bronze slippers because she has worn them 
Since her little girl party days. She loves their associa- 
Hons. For the young woman—looking for novelty and 
prises—a bronze shoe is as fresh and exciting as the 
est hairdo or a lipstick on the first day it is in the ads. 










HAT’S more, the color itself fits into the season’s 
pular ready-to-wear colors, the browns, blacks, blues 
i greens we have listed for the brown shoe. One of the 
ggest and most style-minded stores in the country will 
ture bronze shoes for wear with black, taupes and 
























by ELEANOR RUTLEDGE 


browns. Other stores in the same mid-western city will 
promote them as complements to the greys and beiges 
and even for wear with tweeds. 


A SHOE store with several branches, in the same part 
of the country, plans to sell bronze shoes in dressy 
tailored types at $8.75 and $10.75. Calf and alligator 
calf shoes with bronze finish are being sold in the $3.50 
to $5 bracket as well as in the higher-priced fields. 
Genuine alligator and alligator lizard are found, in a 
limited way, in the higher grade shoes. Kidskin, it goes 
without saying, is the classic leather for bronze. It 
makes beautiful dressy pumps and sandals. Calfskin 
with a new coppery finish is news in the market. It is 
much more golden in tone than the traditional bronze 
color and beautiful to blend with many Fall fabric and 
fur colors. Another leather predicted for the future is 
suede, to be used as trimming in panels, binding, etc. 
Wooden heels and wooden buckles are already being 
shown in the stores on a few bronze shoes. A lovelier 
trimming, in our opinion, is the crystal-like plastic used 
for heel and decorative button, as illustrated here. 

We don’t say, “You must have bronze this Fall.” We 
do say, “You'll be wise to watch bronze this Fall be- 
cause you may have to buy it for Spring.” 
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New Boys’ Shoe Section 


Modern and Efficient 


HBAILED as the finest boy’s shoe department in 
America, this new juvenile section, located on the third 
floor of the B. R. Baker Company, 1001 Euclid Avenue, 
Cleveland, has received much favorable comment since 
it was recently completed. It supplants a modest lay- 
out in another location where shelved shoe boxes af- 
forded the principal evidence of merchandise carried. 
In place of the plain chairs and furnishings which 
formerly greeted prospective customers, the surround- 
ings are now rich, buoyant and beautiful. This is one 
of many modernization steps taken by the B. R. Baker 
Company in a storewide improvement program. 


THE new department is located at the rear of the third 
floor which is devoted entirely to boy’s merchandise. 
This has its advantages, in that prep school boys or 
mothers with youngsters, wha come in to buy a suit of 
clothes, a hat, or some shirts, are attracted to the shoe 
department. The floor has a psychological arrange- 
ment which places older boys’ merchandise at the front 
near the elevators, with more youthful stock graduated 
toward the rear in smart, individualized shops, all 
visible and yet distinctive. At the end, squarely facing 
shoppers throughout the length of the floor, is the shoe 
department. The word “shoes” in block letters is sil- 
houetted against the upper border, while shoes are vivid- 
ly displayed in brightly lighted niches. The depart- 


A circular padded wall 
and the ceiling motif en- 
hance the attractiveness 
of the Baker boys’ shoe 
section. Note the num- 
ber of well-lighted dis- 
play niches in the wall. 


ment is similar in layout to the new men’s shoe depart- 
ment completed on the first floor not long ago. 


THE boys’ shoe department is semi-circular in form 
with a broad entrance framed in blond walnut. Flanking 
each side of the entrance are full length sun tan mirrors. 
On each side also are two blond walnut display plat- 
forms, on which juvenile models are stationed, exhibit- 
ing shoes and hose with complete outfits. 

The department has many outstanding features, one 
being a circular ceiling which has a deep-set center in 
white and outer areas in ivory. A modern low-hung 
lighting fixture shining upward shows off the ceiling 
while bringing indirect light to the room. The circular 

[TURN TO PAGE 39, PLEASE] 


Situated on a Floor Devoted to Merchandise 
for Boys, in the B. R. Baker Company Store, in 
Cleveland, Thereby Increasing the Flow of Cus- 


tomer Traffic through the Shoe Departmet. 
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Men’s shoe department in new Rich store, 
Atlanta, is directly connected with section 
devoted to men’s clothing and furnishings. 


IT was to be expected that the new store of Rich’s, Inc.. 
which was dedicated last month in Atlanta, would in- 
clude shoe departments in keeping, not only with the 
character of this great, modern merchandising institu- 
tion, but also with the standing and traditions of the 
firm itself. That expectation has been ‘fully realized, 
both in the men’s and women’s shoe departments of 
the new Rich store. 

Both of these shoe departments are located on the 
street floor of the building, which dominates the block 
bounded by Broad-Forsyth-Hunter Streets. The Forsyth 


Sireet facade of the new Rich’s has distinctly modern 


SHOES 


lines. The interior is fluorescently lighted and the store 
is air-conditioned throughout. The color scheme of the 
women’s shoe department is rose and bleached maple. 
The chairs are upholstered in rose leather. Within the 
department is a Customcraft and Palter de Liso Salon 
and an adjacent bar opposite the department for bed- 
room slippers. The space allotted to the women’s de- 
partment has been doubled and already seating space is 
at a premium. 


PLAY PROMINENT ROLE 
IN NEW RICH 


STORE 


The section devoted to men’s shoes is within the men’s 
department, with the same color scheme. The two shoe 
departments are entirely unrelated. Joe Asher is mer- 
chandise manager for men’s shoes and K. Passamaneck 
is merchandise manager for women’s and misses’ shoes. 


Space allotted to women’s shoe department 
has been doubled, and this department, like 
the men’s shoe section, is on street floor. 
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RULES to REMEMBER 
Fitting First Walking Shoes 


In 


Q@NE of the most important stages in an infant’s life 
is when he begins to walk. Up to this time the bones, 
muscles and ligaments of the foot have been gaining 
strength, and the foot and arch taking shape, to pre- 
pare the infant for the serious business of walking. Na- 
ture does a pretty good job during this first year or 
year and a half, and then the responsibility passes on 
to the shoe fitter with the hope that he will continue the 
good work. But something begins to go wrong here, for 
this is the time, as foot surveys show, when the child’s 
foot begins to become defective. 

Every fitter knows the importance of fitting first-step 
shoes long and wide enough and of choosing those whose 


leather (upper and sole) is flexible. But there are other 
points, equally important, not so well known by the 
average fitter. At least they are not given sufficient care 
and attention. 


THE sole of an infant’s shoe should be wide— the 
wider the better. Infants, when beginning to walk, are 
trying hard to acquire a sense of balance. The rea.on 
they keep their feet so far apart in the early stages of 
walking is because they need a wide area beneath t!em 
to keep their balance. A wide-sole shoe helps them | ‘ep 
this balance, whereas a narrow shoe makes their w |k- 
ing more difficult. Picture yourself walking on a | ai! 
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Wide-soled shoes, which aid the youngster in maintaining 


balance while learning to walk, should be provided, and 


lasts should be “full”? enough to allow freedom of movement 


and growth. Most infants have chubby, fat feet, and pres- 


sure from tight lacing or other causes should be avoided. 


Beware of giving parents advice on how children should walk. 


of ice skates. The narrow runner or base will cause 
your ankles to tire because you are having a hard time 
to keep your balance. Though the comparison may be 
a little exaggerated, it gives a general idea of what the 
infant must put up with when wearing a narrow-sole 
shoe. 

Next, the last of the infant’s shoe should be a “full” 
as possible. It should not be a last that will force the 
foot to conform to it, but one that will allow the foot 
complete freedom of movement and growth. A last with 
“height” at the toes and forepart is best, for it affords 
room for the chubby fat feet most infants have. Later 
on, through exercise and walking, this fat disappears 
and a last of lower height and bulk can be used. The 
difference in fitting infants and older children or adults 
is that the infant’s shoe must be little more than a 
foot covering without pressure of any sort. The foot 
needs more freedom in infancy than at any other time 
in life. 


Q@NE of the most neglected factors in infants’ fitting 
is the matter of lacings. Never, under any circum- 
stances should an infant’s shoe be laced tightly, even 
mildly so. Remember this: that infants’ feet are com- 
posed of much fat and soft tissue and they swell easilv 
and frequently. This swelling is natural; that is, the 
foot changes size as much as three or four times in a 
day, and this may be due to such innocent causes as 
weather changes, feeding, over-exercise and mild ill- 
nesses. It may so happen that the fitter laces the shoc 
when the foot is “smallest.” Hence, when the foot swells 
the lacings bring pressure to the foot. Most fitters have 
seen the red welt marks caused by over-tight lacings. 
The writer has seen corns, callouses, blisters and other 
skin irritations caused by tight lacings on infants’ feet. 
They cannot complain or loosen the lacing, as can older 
children and adults. They are forced to put up with it, 
and as a result become irritable and take to crying fits. 
And all because of a tight lacing which parents usually 
think nothing about. The shoe fitter should not only be 
extremely careful of this, but it is his duty to advise 
parents about lacing infants’ shoes. 


by WILLIAM A. ROSSI 


Infants’ stockings are also of vital importance to 
foot health, growth and comfort. Even though the shoe 
retailer does not carry infants’ stockings, it is never- 
theless his job to advise parents about their fit. You 
see, if infants or children have foot troubles of any 
sort the parents immediately place the blame upon the 
shoes, and, in turn, the store that fits the child like- 
wise receives the blame. Thus, if nothing more than to 
protect yourself, you should point out the following to 
parents: (1) stockings should be purchased long, for 
they are fabric and will shrink with washing; (2) 
stockings should not be bought so long that it is neces- 
sary to fold them under the toes. So many parents fol- 
low this latter procedure, and because of it distortion of 
infants’ toes is caused by stockings as much, if not more, 
than by shoes. Remember, you are doing yourself and 
your customer a valuable service when you give them 
advice about infants’ stockings. You eliminate your- 
self from blame and at the same time make a friend 
of an appreciative parent. It is little things like these 
that give your business the personal touch wherein the 
customer feels that you are taking an especial interest 


in her child. 


@FTENTIMES parents ask the shoe fitter for advice 
about walking when the infant begins to take its first 
steps. Many fitters will give advice with the best of 
intentions, describing and explaining in detail just how 
the child should be taught to walk. This advice is not 
always correct and sometimes causes harm. For ex- 
ample, most persons have the idea that the child should 
walk with feet parallel, the toes pointing straight ahead. 
When the child walks this way naturally it is quite all 
right. However, if the infant toes out or in to some 
degree the parent should not try to force it, through 
constant training, to change its mode of walking. The 
infant will later adopt its natural way of walking by 
itself. 

Remember this: that children do not acquire their 
natural manner of gait until they are six or seven 
years old. If at that time, or after, their gait is found 

[TURN TO PAGE 38, PLEASE] 
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OUTLOOLM 


The Draft May Stimulate Trade 


THIS subject of the draft is of major importance be- 
cause it is the one great altering fact that has come into 
the life of retailing in over twenty years. It is going to 
be an amazing experience to see the nation of young 
men go to the “counting” on Oct. 16. We will sense, on 
that day, what a sizable proportion of our public is be- 
tween the ages of 21 to 36. 

As the time approaches for the first contingent to go 
off to army camps, we are going to see what displace- 
ment, from the normal, is in prospect. Our first fears 
of the withdrawal of these men from retail trade—jobs 
and customers—is not justified by the facts that we 
know today. For example, the very term used by the 
War Department—“‘trainees”— indicates that the harden- 
ing up process of making tough soldiers will take weeks 
and months. 

Here’s a most significant paragraph from the War 
Department: 

“Military life is very different from that to which most 
civilians are accustomed. Habits are hard to change and 
therefore the selectees will be transplanted into this new 
mode of living as easily as possible. Th: army will provide 
types of amusement similar to those that the trainee has had 
at home. There will be equipment and facilities for the 
various athletic sports. Unit teams will be selected to com- 
pete with one another and the men will become as enthusi- 
astic rooters for their company or regimental teams as they 
were for their home teams in civil life. 

“There will be motion-picture shows and service clubs and 
recreation rooms where the men may listen to the radio, 
read, write, play games and meet their families and friends. 
The men will use these facilities after work in the afternoons 
and in the evenings. Saturday afternoon is usually a holiday, 
and on Sunday the chaplains will hold services for those 
who wish to attend.” 

It just goes to show that you can’t take peace-time 
armies in Democracies and hammer them into shape like 
they do in the tough totalitarian states. You still want to 
retain some of the spirit within a man. 

And thereby hangs the opportunity for trade. After 
all, that’s important in the life of shoes. The young man 
who steps out of the camp, to go home or take his girl 
to a dance and strut his stuff will certainly want to get 
away from those high, wide and round Munson boots. 
In fact, it is going to be quite an experience for young 
men who have always known oxfords to wear anything 
else. It is obvious that the young man will have to wear 
his regulation uniform; but in the past and in the pres- 
sent, he can—when away from barracks and duty, put 
on a pair of shoes that are in the color and general type 


by ARTHUR D. ANDERSON 
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of his uniform. So this may make a new, fresh and 
vigorous market for plain toe type officers’ oxfords for 
“trainees” of war. At least that’s the picture as we see 
it now; and many a young man will give the ambitious 
implication that he is on his way to being an officer— 
shoes token thereof. 

Now, to what extent other men in civilian life will go 
in for this same type of shoe only time will tell. Every 
working substitute is potentially a shoe customer. 

This we do know, that in the last war the change from 
one type of shoe to another was very percipitous— 
almost within a season pointed toe shoes were running 
fast for the clearance—and the trend towards the Hague 
last was a rising tide—profitable to merchants and 
pleasurable to customers. 

We are only citing these things because this major 
undertaking on the part of a nation in peace time to 
make soldiers, for possible eventualities, is something 
that affects the trade—not only of the men called but 
men at home; and who can say—but women also. Be- 
cause, note you well, from the War Department press 
release, all is not going to be blood and thunder. There 
are going to be a lot of good times tied up with this new 
conscripted army service. You can bet your bottom 
dollar that the young women in the marriageable range 
(and who isn’t) will style and wile; and there is no tell- 
ing “in what new garb.” 

So you see, there are significant changes ahead and 
merchants alert to them will profit in prestige and 
money. Those who aimlessly drift are liable to find 
current and future stocks running to clearance, even 
though they now look sweet and salable. 

A caution, too, to the Army Boards having size sched- 
ules to write. Under the new selective act, undersized 
men—even five-footers (which is a full half foot below 
the previous minimum) will be brought into service; 
because midgets are just as useful as giants in the varied 
mechanical and physical skills needed. 

Thus, we approach Oct. 16 a little more optimistically 
in viewing the men’s shoe business because the gov«rn- 
ment, generous as it is with Munson shoes, isn’t ging 
to take every man walking hour away from the fi’ ing 
stool of the retail merchant. 
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No one disassociates the current offerings of American designers of ready- 
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Miss Marion Fiske, sec- 
retary and treasurer of 
Fyfe’s and one of the 
store’s older employes, 
presents W. H. Adams, 
president of the company 
with the birthday cake. 


“THREE SCORE AND FIFTEEN” 
FOR FAMOUS FYFE’S 


Seventy-five Years of Friendliness, Quality and 
Fair Values Reflected in Diamond Jubilee of 
R. H. Fyfe & Co., Detroit, Known Nationally 


as America’s Largest Independent Shoe Store 


THE R. H. Fyfe & Company celebrated its seventy- 
fifth anniversary, its diamond jubilee, last month. In 
September, 1865, Richard H. Fyfe, descendant of a 
Scotsman who had come to America before the Revolu- 
tion, purchased the store with money he had saved from 
his earnings and loans secured from friends. These 
loans he had secured by taking out insurance policies 
on his life. It was his boast that he had never asked for 
an extension of credit. 

Mr. Fyfe entered the shoe business at the age of 16 
as an employee in the store which he later purchased. 
For the first two years he was paid $240 and $313 
respectively. 


Four veterans of the company look over some old shoes 

that were fashion news when Fyfe’s was young. Left to 

right: George Frayne, with store for 46 years; F. E. 

Whitelam, 26 years; Charles Hoeffler, 46 years, and W. 
H. Adams, president, 34 years. 


An interesting history of the store’s progress has been 
preserved in a scrap book, showing photographs, news 
clippings, old bills and shoes which were the last word 
in women’s footwear during the past years. Some inter 
esting facts brought out by a perusal of these records 

[TURN TO PAGE 36, PLEASE 
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Football Fever Boosts 
Shoe Sales 


Buyer M. J. Abel of the men’s shoe 
department at Gerber’s, Memphis, 
Tennessee, annually runs a clever foot- 
ball promotion that chimes in with the 
opening of the Fall season. 

“We find that we get our best re- 
sults with rugged masculine shoe 
styles by giving them the hardy sport 
air characteristic of football,” says 
Mr. Abel, “because footwear and foot- 
ball form a logical twin interest in the 
customer’s mind. Many customers 
developed through this interest have 
been with us for years.” 

Beginning early in October, Ger- 
ber’s store devotes one window solely 
to football shoe styles, focusing the 
interest of the shopper on local foot- 
ball schedules and the appropriate 
shoe style for each month of the sea- 
son. Included are heavy bluchers, 
monk fronts, Norwegians and other 
Winter sport models, all of the same 
rugged nature. 

The window display includes a min- 
iature gridiron of green felt on which 
are the banners of all Southern Con- 
ference football teams. At the rear of 
the window are schedules, month by 
month, of outstanding Southern games 
—each date in a spaced arrangement 
resembling a ladder. Grouped on 
either side of the date section is a shoe 
model deemed most appropriate for 
the months between September and 
New Year’s. In the October bracket, 
for example, there is a monk front 
pigskin shoe; in the November classi- 
fication, a platform sole reversed calf 
oxford. This is an excellent way to 
call attention to the variety of styles 
suitable for the stadium. 

During the season Buyer Abel keeps 
complete scores and data available to 
his customers, in this way building up 
an enthusiastic patronage among his 





Bas 


by JOHN F. W. ANDERSON 


male customers—a patronage that has 
proven to be a very profitable asset to 
his department. 

i 


“ ... the translucent trimming fore- 

tells a new trend.” 
(B. Siegel Co., Detroit) 
* * 7 
A Money Making Proposition 
for Both Parties 

J. P. Price, manager of the shoe 
department of Herzberg’s Department 
Store, Enid, Oklahoma, writes in to 
tell us about a real money making 
promotion now running in his store. 

“Here is an idea that we are cash- 








Follow the Heels of Fashion! 


++.@nd you'll find yourself leading the 
parade!...For nothing so definitely 
marks the new mode in footweer for 
Fall 1940 as 2 new heel! 

With low pyramid hee! perforated, elas- 

ticized 775 


suede with alligator calf trim; 
black, brown, blue 


heel: elasticized 


ior calf trim; 8.75 























Now is the time when a heel can 
make or break our business. 


ing in on daily,” writes Mr. Price 
“Recently we put on the Kali-sten-ik: 
contest. We wrote one hundred reg 
ular out-of-town customers, asking 
them in turn to write us a letter, tell 
ing us how they liked our Kali-sten 
iks shoes. The response was nearly 
one hundred per cent. 

“For each letter received, we al 
lowed the customer a dollar on the 
next pair of shoes purchased. We 
gave the writer of the best letter re- 
ceived over a certain period a new 
pair of shoes free. We are using these 
letters every day in selling new cus- 
tomers the same type of shoes. We 
find that by taking two or three let- 
ters and showing them to a customer, 
it helps us in closing a sale. We are 
also having mats made of some of the 
best letters to use in newspaper ad- 
vertisements.” 

Many thanks, Mr. Price, for your 
account of an excellent shoe selling 
promotion. 

* * * 
For Future Reference 


After you buy a pair of shoes in 
the men’s shoe department of Macy’s 
department store, the salesman takes 
the shoes to the wrapping counter and 
immediately stamps the date and his 
identifying number on the inside lin- 
ing. Not only is it a convenience for 
the store in case of returns but a 
useful reference for the customer—to 
remember the date of purchase—and 
to get a trusted salesman on the next 
visit. 

+ * ” 


Pretty as a Picture 


Here’s a clever display idea we sew 
in the Rival Shoe Store, 125th Street. 
New York City. A six-foot-high ar- 
tist’s easel is set up just inside the 
entrance doorway. A three-foot wide 
by four-foot high artist’s drawing 
board, finished in light tan with 4 
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BEST IDEA OF THE WEEK 
SHOES GO PATRIOTIC 
(F. E. Foster & Co., Chicago, Illinois) 


O. P. Ideator—“Well, Mr. Burgstahler, I think that 
this time you are one step ahead of the rest of the 
retail shoe business. Yours is the first patriotic shoe 
window that I have seen. So far this year, retail stores 
have been setting records in the sale of flags, patriotic 
emblems and ornaments and it seems to me that the 
shoe business has been a little slow in getting on the 
bandwagon. I also noticed in your window display 
that you are adding patriotic emblems directly to 
your shoes.” 

Mr. Carl Burgstahler—“Yes, we are following the 
current patriotic trend in fashion and applying it to 
shoes. We have developed two red, white and blue 
ornaments which women can add to their shoes just as 
they wear other gadgets on their suits, hats and hand- 
bags. 

“One of these is a red, white and blue bow. The 
other is called the American Cockade and is copied 
from the cockades worn by the Colonial troops on their 
hats.” 


Mr. Burgstahler—“The cockade is placed on the 
side of the shoe and the bow is worn either on the 
front or at the side. 

“Incidentally, we might say that women are buying 
them and liking them, too, for all types of shoes and 
for all colors—black, brown and blue, and all ma- 
terials—suedes, smooth leathers and reptiles.” 


O. P. Ideator—“I am glad to see that there is one 
shoe merchant in town who is not letting the other 
apparel and accessory shops put it over on the shoe 
business. When a shoe window reflects the spirit of 
the times it shows that the store is up on its toes, not 
only in regard to this idea but shoppers get the im- 
pression that your store is undoubtably ‘on your toes’ 
in regard to the latest merchandising and styling ideas 
and offers the public best values for the money.” 


Mr. Burgstahler—“And to make sure our window 
display reflected the popular trend, we have captioned 
it SHOW YOUR COLORS NOW WITH AN AMER. 





O. P. Ideator—“How are these gadgets worn?” 


ICAN COCKADE.” 








red border, is set up on the easel. 
Five shoes are fastened on the board 
—one in the center and one in each 
corner—facing toward the center. 

We've all seen the glass shelf dis- 
play hung from the molding by brass 
chains in many a shoe store window. 
But leave it to this Rival store to 
dress up their glass window shelves 
with a dash of Autumn color. Instead 
of using chains, the glass shelves are 
suspended by bright red ribbons from 
the backboard. 


_ * * 
A Good Man’s Opinion 

A shoe retailer in a suburban town 
on Long Island recently gave us the 
following sound advice: 

“The shoe retailer in a small town 
on the doorstep of a large city can 
hold his own against competition if 
he makes himself famous for his fit- 
ting. Near a big city with its big 
stores with their economies of mass 
buying, it would be hopeless for the 
neighborhood shoe merchants to try to 
compete either in price or variety. | 
have, therefore, perfected myself as a 
fitter. I have taken courses and never 
lost the zeal to learn fitting pointers 
from experienced hands in the game. 

“For several years, week after week, 
I have run a foot comfort advertise- 
ment in the local newspaper. That 
was a step that has been well worth 
the money. I keep my foot comfort 
charts on the wall by the wrapping 
counter where every customer has to 
face them for a few minutes every 


time he or she buys a pair of shoes. 
“When people learn that a fellow 
knows his stuff in fitting and is inter- 
ested in their welfare he can sell them 
style shoes as well as strictly comfort 
shoes. This is the way that I keep 
all the shoe trade from running off to 
the big city.” 
a 
Window Display Within a 
Window Display 


This may sound like double talk, but 
it’s the truth for we saw it in the win- 
dow of Martin’s Men’s Shop, 269 
125th Street, New York City. 

Yes, sir, a reproduction of a real 
bay window is built into the window 
display, giving the pleasing effect of 
a colonial cottage window. The bay 
window is four feet wide, four and a 
half feet high and one and a half feet 
deep and the woodwork is finished in 
brown stain. The window measures 
four window panes across and three 
panes high and the trimming is 
painted bright yellow. Three shelves 
are constructed inside the bay window 
and two pairs of shoes plus price tags 
are displayed on each. 

* * . 


Interior Display Windows 


Here’s a case where reproductions 
of the outside store windows have been 
brought into the shoe department. 
Macy’s, New York department store, 
has constructed glass display cases in 
their women’s shoe department that 
are “dead ringers” for their outside 
windows. 


The glass cases are about seven feet 
long by seven feet high by two feet 
deep and rest on platforms six inches 
off the floor. Overhead lights illumi- 
nate the woman's shoe display that is 
as artistically arranged as the outside 
windows. Display brackets and trim- 
mings are in tasteful harmony. 


A Big Display in a Little Space 

A shoe window display for the large 
clothing store with a small shoe de- 
partment is always a problem. Some- 
times the shoe department is alloted 
a whole window for several weeks and 
at other times the shoe manager has 
to grin and bear it because he has 
not window space. 

A New York clothing store has a 
very practical display that gives the 
shoe department a certain amount of 
window attention every week of the 
year. It consists of a vertical column 
six feet high and six inches in diam- 
eter. Six glass shelves are fastened 
equi-distant up the column. Two pairs 
of shoes are displayed on each shelf 
—one on each side of the center col- 
umn. This week one of each pair is 
tipped on its side and the other shoe 
tilted up on its edge, giving the win- 
dow shopper a close-up view from all 
angles. This type of display takes very 
little room, displays twelve pairs of 
shoes and, standing in the corner of 
the window, offers little interference 
with the display’s main clothing at- 
traction. 
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RETAILERS 
CO-OPERATE ON 
PROMOTION PLANS 


Shoe Men Take the Lead in Developing Pro- 
Beach, Calif., with Successful Sales Results 


gram of Co-ordinated Retail Activities at Long 


BRETAIL shoe merchants in Long Beach, Calif., have 
taken a long step forward in the direction of unifica- 
tion and coordination of city-wide promotional events, 
both those affairs which affect all retailers and those 
which apply only to their own trade. 

One of the common problems of shoe retailers, and 
all retailers for that matter, is the job of getting to- 
gether in reaching an agreement on certain matters of 
general community interests. Most retailers are “too 
busy” right within their own store to have any under- 
standing or tolerance of the job of getting together. 

Long Beach shoe retailers have been working to- 
gether so thoroughly as to readily appreciate that any- 
thing which can be done to stimulate customer traffic 
in their city will be of direct benefit to them. They 
have been made to realize if one retailer alone features 
FOOT HEALTH WEEK—Fall Shoe Openings, his effort 
does not have the same effect as it would if 20 retail 
shoe outlets were doing a simultaneous job. 


SO under the leadership of several civic minded shoe 
men, nearly every shoe retailer joined in with the Long 
Beach Retail Association. The self appointed job of 
this group of retailers is to create an all-inclusive pro- 
gram in which all retail business will participate in 
matters of community interest like a complete Christ- 
mas program, as well as matters of interest to each 
group of retailers. 

Heretofore in Long Beach, certain retailers would 
frantically collect money for some special shoe promo- 
tion event, then proceed to spend it just as frantically. 
Under the present plan as evolved by the Long Beach 
Retailers under the guidance of Manager Jack Horner, 
everything is done with precision. 

A perfect promotional picture of the entire city’s 
events is first worked: out, then individual group pro- 
motions are made. Exact costs are planned out in ad- 
vance. These costs are sent to retailers with a pledge 
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A page from the “Alphabetical Guide,” issued for the 
guidance of Long Beach, Calif. retailers and used in 
planning their promotions for special occasions. 


sheet, then signed. A shoe retailer agrees to spend just 
so much money during the year for promotional work. 
In this way, amounts and events are scheduled. Money 
raised is well spent. Some $20,000 is annually raised, 
with less than 10 per cent resulting from personal 
solicitation. 

Shoe merchants have everything worked out for them 
for their promotions for a six-month advanced period. 
Judgment in these matters is strictly limited by the acts 
governing each case, so the guesswork is taken out of 
all promotions. 

A 70-page MASTER CALENDAR is presented twice 
a year to each subscribing shoe man. A quick glance 
through the Summary of Contents shows many points 
covered, among them: 

An Alphabetical Guide of all special days, weeks and 
promotions. 

Consumer’s Demand Chart, which gives the averag: 
sales percentages per month. 

Promotional Highlights, a brief summary of the 
month’s promotional features. 

“Monthly” calendars, a day-by-day, week-by-week, 
month-by-month advance summary of suggested retail 
activities showing the number of selling days per 
month, etc. 

What the Almanac Predicts. Even in Southern Cali- 
fornia a summary of advanced weather forecasts is 
considered important. 

[TURN TO PAGE 38, PLEASE | 
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Hide and Leather Prices Advance 





Business Sentiment, Based on Increasing Rate of Industrial 
Activity, and Strong Statistical Position of Market 
Factors in Rising Price Trend. 


New YorK.—The steadily increasing 
rate of business activity, buoyancy in 
the securities market and the general 
improvement in the commodity price 
structure, have had definite sentimental 
effects on hide prices. However, the 
advance in the hide market was ac- 

'-rated by its strong statistical posi- 
tics, a release of latent demand and 
op ‘mistic predictions on the business 
ou ‘ook. 

lide futures moved into the highest 
le. -ls in months under an ev:chusiastic 
de .and, led by the trade. Surprisingly 
en. ugh, speculative participation was 
at 1 comparatively modest rate. As a 
matter of fact, the open speculative 
interest in hide futures is only half of 
that which prevailed five months ago. 

Measurably aiding sentiment in the 
hide market was the more definite in- 
dication of a somewhat improved Eu- 
ropean outlook, that is, as regards the 
strengthening of Great Britain’s re- 
sistance against Germany. The in- 
creasing likelihood that the war will 
extend in to next Spring, and that it 
may broaden to include other fronts, 
was taken into consideration in the 
trade. 

Spot hides assumed the leadership 
in the advance. True enough, this is 
the season of the year when the best 
quality hides are available, and there- 
fore, attractive to specialty leather 
tanners, who anticipate requirements 
for the entire season. The fact re- 
mains that other tanners have also 
been eager to replenish some of their 
depleted supplies of raw stock. It was 
this combined demand which was suf- 
ficiently forceful to lift the price struc- 
ture. Advances of fully two cents a 
pound were registered in spot hides 
during the month, with light cows last 
trading on a basis of 12% cents. Heavy 
and light native steers were 13 cents, 
or up 2% cents from a month ago. 

Packers are said to be in a well sold- 
up position and are demanding further 
price advances. It is pointed out, how- 
ever, that as the specialty leather 
tanners have fairly well anticipated 
their requirements, and as sole leather 
buyers are less eager to follow the 
advance, the market at this time may 
hesitate. It is also argued that the 
Administration does not look with 
favor upon exaggerated advances in 
various strategic commodities. While 
copper, lead and zinc were specifically 
mentioned as a few of the commodities, 
which have had advances far and be- 
yond what the supply and demand situ- 
ation warrants, it is thought not un- 
likely that further advances in hides 
may bring forth similar comments. 

Many hide quarters look upon the 
market at the present time as offering 
a rather highly selective price move- 
ment and fee] that the normal spreads 


between grades and selections of hides 
may for some time longer remain out 
of the normal proportions. For ex- 
ample, light native cows usually trade 
at about % cent a pound above brand- 
ed cows, whereas currently the diff- 
erence is fully two cents a pound. Thi. 
can be ascribed to the fact that whereas 
we import fully one-third of our re- 
quirements of calfskins, imports due 
to-the conflagration abroad have been 
severely curtailed. Consequently the 
light end of the light cows is being used’ 
to substitute for calfskins in a number 
of instances. 

The Argentine hide picture remains 
strong. Standard Argentine frigori- 
fico heavy steers moved up to 10% 
cents, which is an advance of fully 
2% cents a pound for the month. Sup- 
plies in the Argentine remain limited, 
due to the persistent demand which has 
been witnessed from Russia, England, 
Japan and also from the United 
States. This demand, combined with 
the smaller kill, has resulted in the 
strengthening in the Argentine hide 
situation. 

Hide futures, while hovering around 

the extreme highs of the present move- 
ment, are still averaging fully 1% 
cents a pound under the base grades 
for spot hides. This can be directly 
ascribed to the fact that there are still 
quite a few old hides in certificated 
stocks, in warehouses licensed by Com- 
modity Exchange, Inc., possibility of a 
reduction in premiums for Argentine 
hides on deliveries against hides fu- 
tures contracts on Commodity Ex- 
change, from premiums now prevailing, 
and apprehensions that the advance in 
spot hides may have been too rapid, 
that the poorer quality off-take season 
is at hand, that tanners’ purchases may 
be at a smaller pace, and that an in- 
creased number of hedges may be 
attracted to the futures market. 
. The absence of broad speculative 
participation, was also a factor which 
must be contended with, and this, tem- 
porarily at least, overshadows the 
official reports of good retail sales of 
shoes for the month of August and 
early September, and the fact that 
manufacturers and distributors have 
permitted stocks to decline somewhat 
excessively in relation to sales, particu- 
larly when it is realized that there is 
every likelihood of an increased con- 
sumer income, due to the expanded 
business activity. 

The statistical position of hides re- 
mains sound. A further decline in the 
total visible stocks of all cattle hides 
and leather, with an increase in 
leather consumption in August, to the 
highest level in two years, and the 
total, stocks at the end of August rep- 

[TURN TO PAGE 47, PLEASE] 














The growing demand for foot 
comfort offers new and greater 
opportunities in shoe retailing. 


Get into this profitable business 
by joining the ever-growing 
chain of independently owned 
Health Spot Shoe Shops. 


You, too, can own a Health Spot 
Shoe Shop. 


You operate on a profit-sharing 
plan wiih option to buy the store 
out of accumulated profits. 


Profits accumulate fast as your 
volume increases. You build a 
fast-growing clientele of satis- 
fied customers who continue buy- 
ing Health Spot Shoes and rec- 
ommend them to others. 


Because of the liberal nature of 
this plan, it is restricted to men 
possessing these qualifications: 
Thorough knowledge of shoe fit- 
ting, over 28 years of age, good 
health, good personality, retail 
shoe selling experience, ambi- 
tious and hard working. 


Free training will be given in 
Stock Control, Budget, and other 
pertinent subjects. 


Write today, listing your quali- 


fications, past employment rec- 
ord and character references. 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 











Again the McAlpin welcomes the shoe industry of 
America. Shoe men enjoy staying at the McAlpin be- 
cause like smart footwear, it is styled to please the 
most exacting . . . comfortable “as your favorite last”. 
Sunny, large rooms, newly furnished and decorated. 
Each with a private bath. Sample rooms available. 
Conveniently in the heart of the shoe center of New 
York, across the street from the Marbridge Building . 
one block from Pennsylvania R.R. Station and only five 
minutes to Times Square. 


SINGLE from $3 daily — DOUBLE from $4.50 daily 
Sample Rooms from $6.00 


HOTEL 
M°ALPIN 
A GREAT HOTEL 


BROADWAY AT 34th STREET, NEW YORK 
Under ENOTT Management JOHN J. WOELFLE, Manager 
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LIST OF EXHIBITORS TO DATE 


ALTMAN BROS. SHOE CO. 


FARMINGTON SHOE CO. 
FITCHBURG SHOE CO. 
SHOE CO 


GROSSMAN SHOE CO. 
HARTMAN SHOE CO. 
HEADWAY SHOE CO. 
HOLLOWELL SHOE CO. 
HOLLY SHOE CO. 


SHOE C 
KEYSTONE SLIPPER CO. 
KLEV BROS. SHOE 
KLEVEN SHOE CO. 

TER SHOE 
LEWIS, AL (SHOE STYLES) 
LIBERMAN — MFG. CO., INC. 


ITAN SHOEMAKERS. 
MONARCH SHOE 

MOULTON BARTLEY SHOE CO. 
MYER, FRANK G., CO., INC. 


OE CO. 
QUALITY SHOE Co. 
AYMOND SHOE P . 
RONDEAU SHOE C 
ROSENTHAL 4 DOUCETTE co. 


RUTH SHOE C 
SACO-MOC SHOE Corp. 
SANDLEn, SHOE CO. 


co. 
SCHAWE-GERWIN CO. 
SCHOLNICK SHOE CO 
& BENJAMIN SHOE CO. 
SHOE CO. 
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Selling Theories Proved Sound 


$*@SET acquainted with all who go into your store. 
Visit with them and make them your friends before you 
try to sell them shoes.” 

This is only a part of the formula. 

But it is one of the theories about the right way to 
run a shoe store which Joseph Schafer evolved through 
experience, clerking and acting as buyer for leading 
retailers of different cities, and from observing methods 
of others while he was a wholesaler. He is now testing 
these methods in his own Schafer’s Bootery, 90 Genesee 
Street, Rochester, N. Y. 

What is more interesting, they seem to be working. 
Mr. Schafer only acquired this store on July 9. But 
the response has exceeded expectations, he says, and it 
has started to make money. 

Advertising in community newspapers, and use of 
poster cards in hospitals which announced a type of 
shoe of especial interest to nurses, brought many visi- 
tors, a satisfactory number of whom became buyers. 
Mr. Schafer, who likes people, said: 

“The first thing I try to do is to make a customer 
feel at home. I invite her to have a chair and then 
talk of something besides shoes. I may ask how she 
likes the store, or say something about an outstanding 
radio program. 

“The daughter of so-and-so is getting married, or one 
of the neighbors died, whatever has happened in the 
neighborhood will be found in the social columns. 
People generally—and women especially—lke such 
gossip, and the visit to the store can be made an inter- 
esting experience. 

“When the customer is ready she will tell what she 
wants. The first thing I do is to measure the foot, then 
I put on the shoe which seems to be most appropriate. 
It has got to fit, and if it does not, I will get one that 
does fit. 

“If the customer likes it, she will ask the price. If it 
seems too high she will tell me, so it is never necessary 
to ask, “What price did you have in mind?’ Patience 
knows no limit here, and each customer may try on 
as many shoes as she likes. No pressure is ever used in 
selling.” 


This store carries a variety of different makes of 


shoes. The owner declares he will not sell a shoe unless 


he is certain it fits and is going to be satisfactory. The 
name and address of each purchaser is taken, along 
with the record of the sale. 

Ten days after the purchase the customer receives a 
post card signed by Mr. Schafer on which he says: 

“Thank you very much for the shoes you bought on 
July —. Are they wearing well? If not, please give 
me a ring?” 

Just ten days later the customer receives another card 
Which bears this message: “Just received a new ship- 
iment of shoes. Please pay us a visit.” 


4 


HIDDEN COMFORT 
FEATURES 


1, Patented Shank 

2. Metatarsal Raise 

3. Flat Forepart 

4. Correct Arch Fitting 





J 


(471.924 


ACTIVE MEN 


Here’s the diagram that is going to show 
America’s active men the secret to downright 
shoe comfort. It is the 4 feature comfort story 
of Wright Arch Preserver Shoes, the shoe for 
active men. And to tell this all-important 
story, advertisements will appear consistently in 
Esquire, Time, Fortune and Christian Science Mon- 


itor, publications read by that vast market of 


active men to whom Wright Arch Preserver 
foot health is so vital. In addition to the proof 
of comfort message, illustrations of many of the 
122 smart styled models will be shown, and 
1,477,929 active men will agree “There’s more 
for your money in Wright Arch Preserver Shoes 
...more comfort, more wear, with ever-present 


smartness.” 


The Wright Arch Preserver franchise is still 
available in some localities. For complete in- 
formatidn, write E.T. Wright & Co., Inc., Dept. 
BS-1, Rockland, Mass. 


| WRIGHT 


Arch Preserver 
| SHOES 





BOOT ann SHOE RECORDER, October 5, 1949 


The G/C Ski Boot Loop is the 


most effective and practical fit- 

ting devised for Ski Boots. It is 

simple, strong, and safe both 

in design and method of fas- 

tening. Laces ride through the 

loops with minimum friction and 

wear. ... These loops are now 

available to all manufacturers 

who make boots of this type. Ready for Fall produc: 
tion—a sturdy ski-boot 


lace specially designed 
for the Ski Boot Loop. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





eS, 


pc® 


il produc: 
y ski-boot 
- designed 


foot Loop. 
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Brown Gaining Prominence in Fall Picture 


Suedes Continue Strong But Increasing Interest Noted in 
Smooth Leathers in Second Run Business 
in Chicago Area 


Cuicaco, ILL.—Second runs are be- 
ginning to be felt in Fall shoes in the 
Chicago area. Although suedes still 
lead in sales, calf and other smooth 
leathers are beginning to pick up con- 
siderably. Business in all price ranges 
has continued at a brisk rate due to 
continued cool weather and also the 
special stimulation provided by promo- 
tions for the State Street Fall Fashion 
Week. David Mayer, Jr., president of 
the State Street Council, reported that 
sales rose approximately 25 per cent 
over those of the same period last year. 

Black continues in number one posi- 
tion with a continued increase noted in 
the demand for brown. Browns are 
selling well in suedes, calf and in alli- 
gator and alligator calf, with the latter 
experiencing the best season in the past 
four or five years. Nearly all stores are 
running extensive brown promotions. 

The Budget Shoe Shop at Carson 
Pirie Scott & Co. is promoting seal 
brown, as “A brown with the same 
deep soft tone as your sealskin coat,” 
and O’Connor & Goldberg ran an ad- 
vertisement reading, “Fashion Fore- 
cast—Brown Will Reign for Many 
Months.” This same firm is also fea- 
turing Benedictine, a reddish tan which 
is receiving good acceptance. Wines 
and blues are also moving in some mea- 
sure, 

Plastic heels continue to sell well in 
the moderate and low price field and 
Vinylite trim is in demand in all price 
groups. Marshall Field & Co. also in- 
troduced a complete Vinylite evening 
thee studded with rhinestones. 

At the monthly shoe show held by 
the Chicago Shoe Travelers’ Associa- 
tion, September 23 and 24 at the Hotel 

n, Visitors representing stores 
in several states surrounding the Chi- 
[TURN TO PAGE 38, PLEASE] 





Dates to Remember 


Monthly Shoe Fair, Michigan Shoe 
Travelers Association, Hotel Stat- 
ler, Detroit, Mich October 7, 1940 

St. Louis’ Introduction of Spring Foot- 
wear Fashions, Hotel Pennsylvania, 
New Yor 

November 10, 11, 12, 13, 1940 


Shoe Manufacturers’ Spring Opening, 
Eugene A. Richardson, Megr., Hotel 
New Yorker, New York City, 

November 10, 11, 12, 13, 1940 


Spring Showing Shoe Manufacturers 
Board of Trade of New York, Hotel 
Vanderbilt, New York 

November 11, 12, 13, 1940 


Boston Shoe Fair, New England Shoe 

and Leather Association, Hotel Stat- 

ler and Parker House, Boston, Mass. 
December 2, 3, 4, 5, 1940 

Annual Convention, National Shoe 

Travelers’ Association, Morrison 

Hotel, Chicago, Illinois 

January 4, 5 1941 


National Shoe Fair, Hotel Stevens, 
Chicago, IIl.....Jaonuary 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair (Jointly 
Sponsored by Michigan Retail Shoe 
Dealers Association and Michigan 
Shoe Travelers Club), Hotel Statler, 
Detroit, Mich...January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
N. C. January 12, 13, 14, 1941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 


Week, Indiana 
Clay- 


Indiana Shoe Buyers’ 
Shoe Travelers Association, 
pool Hotel, Indianapolis, Ind. 

January 19,20, 21, 1940 





Beattie Joins Physical 
Culture in New York 


New YorK—Physical Culture Shoe 
Company, a division of Selby Shoe Co., 
of Portsmouth, Ohio, has announced 
that Edmund B. Beattie will take over 
the New York Physical Culture office 


EDMUND B. BEATTIE 


as sales representative in this area. 
He succeeds Louis A. Leopold, who has 
been Physical Culture salesman in this 
territory for the last five years, and 
who recently announced his resignation 
as of October 1. 

For the past four and one-half years, 
Mr. Beattie has been buyer of men’s 
and children’s shoes and slippers for L. 
Bamberger & Co. of Newark, N. J. 
Prior to that he spent six years in the 
R. H. Macy & Co. organization in New 
York, taking the instruction given in 
the Macy training squad and afterward 
joining the shoe department personnel, 
where he was assistant buyer. He is a 
graduate of the University of Minne- 
sota. 





[34] 


Gutmann & Company Hold 
50th Anniversary Party 


Cuicaco—Officers of Gutmann and 
Company, Chicago, one of the leading 
tanning organizations in the country, 
which started in business on Sept. 19, 
1890, decided that a celebration in honor 
of its Golden Anniversary would be 
most fitting. Arrangements were made 
accordingly for a party for all of the 
employees, which was held on the af- 
ternoon of September 19, just 50 years 
to the day. The weather was ideal and 
the party was held out of doors on 
the company’s premises. The atten- 
dance numbered 450. 

Refreshments were served, after 
which Leo H. Elkan, vice-president, 
who acted as master of ceremonies, 
proceeded with a special program that 
had been scheduled. He started by in- 
troducing D. N. Gutmann, who spoke 
for his father, E. J. Gutmann, one of 
the founders of the business, and still 
its active head. He mentioned that 
Gutmann and Company was the oldest 
tanning firm in Chicago, and one of 
the oldest in the Middle West. He 
pointed out that the company had ex- 
perienced good and bad years during 
the past 50 years, but that in that long 
period it had never shut down, and 
that its relationship with its employees 
had always been like one happy family. 

Upon mentioning the fact that the 
proudest man présént was the “young” 
gentleman, now approaching 78 years 
in age, namely his father, the men rose 
and cheered loudly for some time, which 
Mr. Gutmann senior acknowledged with 
a few words of appreciation. 

The speaker went on to say that his 
father wished to present a special gift 
to each one of the organization who had 
been with the company fifteen years 
or more, and which included more than 
25 per cent of the total force. These 
individuals were called to the platform, 
whereupon each one was handed a 
handsome gold wrist watch. This spe- 
cial gift came as a complete surprise, 
and was greatly appreciated by the 
recipients. Amongst them were three 
women and five men of the office force. 

Mr. Gutmann junior went on to say 
that after each: employee had reached 
the fifteenth year of service, he or she 
would be remembered in a similar man- 
ner, and that statement received most 
hearty acclaim. 

The employees presented the officers 
with two immense floral pieces, one a 
horseshoe design, and the other repre- 
senting a cow. In addition, the men 
presented E. J. Gutmann with a hand- 
some gold pencil as a token of their 
esteem and sincere affection for him, 
and which he acknowledged with great 
happiness and pride. 

The ceremonies were followed with 
music and other entertainment, and the 
affair lasted until nightfall. Everyone 
present was given a souvenir of the 
occasion, consisting of a handsome en- 
graved Zippo lighter. It was a grand 
party, and a good time was had by 
everyone. 
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Mulderig Joins Brooklyn 
Last Firm 


BROOKLYN, N. Y.—Frank P. Mulde- 
rig, popularly known to the trade as 
“Mul,” has recently become associated 
with Daetsch and Woodward, Inc., well- 
known last manufacturing firm, here. 


FRANK MULDERIG 


Mr. Mulderig has been connected 
with the shoe business for his en- 
tire business career both in the man- 
ufactufing and wholesale and retail 
selling ends. Through his long associa- 
tion in the trade he has gained a valu- 


able background that stands him in 
good stead in his new position. 

For the past 15 years, Mr. Mulderig 
has been connected with the Shoe Form 
Co., Inc., Auburn, N. Y., as sales man. 
ager. 


Leather Showing 
At World’s Fair 


New York—During the week of 
October 7, the Tanners’ Council of 
America will present in the theater of 
the World of Fashion Building, New 
York World’s Fair, a showing of “Fash- 
ions in Leather,” which will feature 
American-designed shoes and accesso- 
ries. In addition to a complete shoe 
wardrobe for all occasions, there wil] 
be shown gloves, handbags and leather 
garments. The showings will be at 3.15 
and 5.15 P.M., Monday through Friday, 
and an extra showing at 2.15 P.M. on 
Saturday and Sunday. The project is 
sponsored by the Leather Show Exhi- 
bitors of the Tanners’ Council and will 
be under the supervision of Miss Nancy 
Hughes of New York City. 


Takes Charge of Men’s 


Department 


Des Moines, Ilowa—O. L. Minett, 
who came from the Douglas Shoe store 
in Denver, Colo., five years ago, to man- 
age the new Douglas Shoe Store, here, 
has joined the Heggens Shoe Store or- 
ganization as manager of the men’s shoe 
department and will also be in charge 
of the window displays. 

The Douglas Shoe Company 
closed their store in Des Moines. 


has 





New Walking Shoes Shown at World’s Fair 


At the World of Fashion Building at the New York World’s Fair, and also at the 
Firestone Exhibit, a new group of women’s shoes are being displayed under their 
registered name of Controlastic Urbanites. James Kean, the young designer who 
created them, gored these shoes with Controlastic, multi-ply elastic yarn, for glove 


ne Ther are town walking 


sharp Satanic lines or contrasting calf against suede. 
and other stores in various cities are 


resistance and longer life. 
shoes, some with Victorian lacings, others 


Urbanites are shown in brown and 
Bonwit Teller in New York 
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PROVIDENCE, R. I. 
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DU-PLEX 


RUBBER 


SUEDE BRUSH 


@ Has one side to raise and revive the 


nap. 


@ The other side to clean the leather— 
make it smooth and velvety. 


e LacqueRED IN 3 BEAUTIFUL COLORS e PACKED IN ATTRACTIVE COUNTER DISPLAY 


EVERETT and BARRON COMPANY 


TORONTO, CANADA 





Three Score and Fifteen 
For Famous Fyfe’s 


[CONTINUED FROM PAGE 24] 


tell us that at the period of this firm’s 
organization women’s shoes were iden- 
tical, right and left being interchange- 
able; tops were of cloth or light kid, 
and in size closely resembled the shoes 
of Chinese women, with very thin soles, 
but “a lady was not supposed to do 
much walking out of doors in those 
days,” said F. E. Whitelam, advertis- 
ing manager. 

On the first page of the scrap-book 
is a bill for merchandise sold by Fyfe’s 
in 1867 for which the store billed the 
customer on Jan. 1, 1868. The account 
is itemized in pen and ink, but it is left 
to the customer to add the figures and 
ascertain the total debt. 

In March, 1917, fire destroyed the 
Fyfe store, then located at 183 Wood- 
ward Avenue. Following this, construc- 
tion was immediately started on the 
company’s present ten-story building— 
the biggest retail shoe store in the 
world, according to Fyfe’s officials. 

Mr. Fyfe died on Oct. 27, 1931, in his 
92nd year. William T. Livingstone be- 
came president until his death last 
year. William Henry Adams, who had 
been with Fyfe’s for 34 years, then be- 
came its third president. There are 
150 employees on the regular payroll, 
who, according to George S. Goodell, 
vice-president, average 22 years’ of 
service with the firm. The oldest is 
Charlie Hoeffler, a shoemaker, who came 
to Fyfe’s in 1896. George Frayne, floor 
walker, came to the firm in 1898. 

The diamond jubilee was celebrated 
with special advertising in the local 
newspapers, special sales and a banquet 
for employees and business associates. 
Local appreciation of Fyfe’s long ser- 
vice to the community has been shown 
during this celebration by customers 
in such numbers that they could not 
gain admittance to the store on several 
days. The results in sales have been 
far beyond their expectations, accord- 
ing to the management. 


Fall Shoe Displays Stress Materials 


[CONTINUED FROM PAGE 17] 


rials (reflecting prevalent interest in 
varied surfaces in clothing and acces- 
sories) was made an integral part of 
the display in several instances. An- 
drew Geller, in a window devoted to 
“Beetle Bronze Lagarto,” showed the 
shoes on skins of this leather. The 
legend, “Beetle Bronze Lagarto—wear 
it with black, wear it with brown, wear 
it with green,” was printed in white on 
a shining skin—and very effective it 
was. The entire window was held to- 
gether by an enormous bronze beetle 
suspended from the ceiling. 

Ring lizard on black suede, shown in 
shoes and bags, was the feature of a 
window by Florsheim, and again shoes 
were shown on skins of ring lizard. 
I. Miller used ready-to-wear materials 
in a simple yet effective window. A 
large red stool bordered in leopard 
was placed in the foreground, and in 
the background was a large cabinet 
with red doors and leopard trim, 
through whose open doors shoes could 
be seen on the shelves. The rest of the 
window was neutral beige. And Selby 
used a sparkling material for the floor- 
ing of the window showing their Viny- 
lite shoes. An ornate grandfather clock 
and chair, together with masses of 
trailing lavender net fitted into the 
theme of glass shoes for Cinderella. 

The election theme came in for its 
share of interest as the basis of two 
windows by Florsheim. A huge square 
bag of red, white and blue stripes was 
used in each window as the central 
point of interest. One had written on 
it “Roosevelt” in large gold letters, and 
the other “Willkie.” Suede shoes were 
shown. 

Some of the most interesting windows 
from a mechanical point of view which 
we saw were those used by Franklin 
Simon for two succeeding weeks. They 
were not shoe windows, but might well 
serve as a model to shoe men who draw 
their inspiration from what the large 
New York stores are doing. The first 
week a green framework was drawn 


almost up to the glass, shutting oui 
the middle portion of the window. In 
the center at eye-level was a lens about 
8 in. in diameter, set in a frame of 
natural wood. The customer, looking 
into the lens, saw a live model, minia- 
ture size, clad in a smart Fall outfit. 
She moved and posed, showing off he: 
costume to best advantage. This was 
repeated in three other sections of the 
windows, each featuring a different 
type of Fall outfit. 

The second week the green frame- 
work was removed and a neutral one 
substituted. Within the lenses this time, 
however, were a bottle of nail polish, 
a matching lipstick, and three match- 
ing pieces of jewelry. Only the model's 
hand was shown, enlarged to twice its 
normal size. She put on the jewelry 
(ring, bracelet) and moved her arm to 
show how well it blended with the nai! 
polish she was wearing. 

How was this done? In the first in- 
stance an ordinary reducing glass was 
used, and the model stood about six 
feet behind the lens. In the latter cas 
a magnifying glass enlarged the hand 
and the objects within the case. 

The point to be made here is that 
although the windows were simple to 
construct, and although very little in 
the way of merchandise was shown, 
they did an excellent job of attracting 
attention. Crowds were three-deep be 
fore the windows all day long, and ap- 
preciative comments on the set-up and 
on the merchandise were heard. 

What were shoe retailers featuring 
in their windows recently? Suedes, 
above all, and low-heeled walking shoes 
for town or campus and country wear. 
Black came in for a large share of im- 
portance, and novel materials both for 
trimming and for all-over shoes. 
Plastics, alone or in combination with 
leather, were featured in several win- 
dows. 

The variation in treatment charac- 
teristic of the new window displays 
points to one fact—retailers are usinz 
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OF NORTHAMPTON, ENGLAND 
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| Why Not? Have Your Personal Accident 


Presents 
AVIATION BOOTS 


Made in England by our 
master craftsmen and ac- 
cepted the world over as 
representing quality and 


merit. 


CARRIED IN STOCK 
AT OUR AMERICAN 


and Health Insurance with. . . 


COMMERCIAL TRAVELERS 


Mutual Company © No Agents ® No Branch Offices 


EASTERN 





MASSACHUSETTS CO., INC., 1894 





ACCIDENTAL 
DEATH 
$5,000- 
$10,000 





ACCIDENT POLICY PAYS| HEALTH POLICY PAYS 


DISABILITY 


Estimated Annual Cost $15.00 | Estimated Annual Cost $18.00 


WEEKLY 


$25.00- 


$50.00 Sickness 











PAYS WHILE YOU ARE LAID UP 











HEADQUARTERS PAYS FROM THE FIRST DAY OF DISABILITY 
45 YEARS OF UNFAILING SERVICE 
MANFIELD No Policy Is Cancelled, Rates Increased, or Benefits 
g ou & SONS Reduced on Account of Any Agel 
“ In 325 Arch Street 
ae PHILADELPHIA, PA. SEND THE | sate 6. —Sawomere, GeeSees. 
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good taste and care in execution, dis- 
play men are finding inspiratior. in 
what they have to sell—and are selling 
it. 


Alien Bata Workers 
Ordered to Leave 


WASHINGTON, D. C.— The Depart- 
ment of Justice on September 26 or- 
dered 12 alien officers and 47 alien 


Coast, has suffered a slight shcck which 





Test Yourself on 
Merchandising Arithmetic 


DIRECTIONS: Check the best answer 
under each of the following questions. 
Then compare your answer with the key 
printed on page 42. WHAT IS YOUR 
SCORE? 


1. Of the following two series of dis- 


Phelan to Move Store 


Rocuester, N. Y.—Harry H. Phelan 
& Co. will move from their location at 
6 Franklin Street. 

For the second time in its 62 years 
of history, the Phelan store will move. 
This famous old store, which is con- 
ducted by Harry H. Phelan, former 
president of the New York State Shoe 
Retailers Association, and his brother, 
Chester Phelan, may be expected to go 


workers of the Bata Shoe Company’s counts, which would be more advanta- 
own, manufacturing plant at Belcamp, Md., geous to you: List price of $50 less 10%, to a Main Street location. Noted for 
cting to leave the country within a reasonable 5% and 2%; List price of $50 less 2%, the quality of its merchandise, some 
p he- time or be deported. 5% and 10%. a = customers have been buying shoes there 
1 ap- In discussing this action, Attorney- —(a) $50 less 2%, 5% and 10%. all of their lives. 
) and General Jackson explained that on June ~ =a — io aan, nd 2% 

27, 1939, the Bata Company obtained bg — wm le 6 af Boot oO N St 

ring a blanket permit authorizing the im- ootery Wpens new otore 
edes : : 2. Terms of 2/10 net 30 correspond to 

~ portation of not more than 100 aliens ,, followi : , BRADENTON, FLA.—The Bootery, lo- 
shoes : . rs e following rate of interest per annum: seca . 
se to train American workers in the pro- _  /q) 72%. cated at 515 Thirteenth Street, has 
year. duction methods used by this company, ——/b) 36%. opened in a modern setting. An in- 
— which is the outgrowth of the former (c) 24%. teresting feature is a special fitting 
a 10! Bata plant in Zlin, Czechoslovakia. The -——(d) 12%. department for children in an alcove 
hoes attorney-general said it had been found ———(e) 6%. at the rear of the main store room. 
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that eight of the forty-seven alien 
workers should have completed their 
instruction within twelve months and 
that the remaining thirty-nine workers 
and twelve officers of the company and 
affiliates were not bona fide visitors un 
der the terms of their permits. 


3. If an article retails at $2 and the 
markup percentage on cost is 40%, the 
cost is found by: 

——/(a) Multiplying $2 by 40%. 
——(b) Dividing $2 by 40%. 
——(c) Multiplying $2 by 60%. 
——(d) Dividing $2 by 140%. 


This is fitted out with comfortable 
settees for the children. Ralph W. 
Houk and Paul Burgess are owners and 
operators. Both are well known local 
men with wide experience in the shoe 
business. Only women’s and children’s 
shoes will be carried. 
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“CAN INNERSOLES 
MAKE THAT MUCH 
DIFFERENCE?“ 





INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Sales: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 
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Retailers Co-operate 
On Promotion Plans 


[CONTINUED FROM PAGE 28] 


Important Long Beach pay-roll dates. 

The purpose of the MASTER CAL- 
ENDAR is twofold; to stimulate and 
retain existing business from local resi- 
dents and to create new business and 
attract non-resident buyers from the 
adjacent trading area. 

The one thing, more than anything 
else, which has contributed to the out- 
standing success of this Calendar plan 
is the collective merchandising and ad- 
vertising of shoes which makes it pos- 
sible for all stores to put behind both 
their individual and general promo- 
tional activities, large and small. It is 
this “magnet” of collective endeavor 
and its resultant “pull” on the mass 
buying consciousness which builds 
“Bigger and Better Promotions.” 
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Shoe Man-Farmer 


MILWAUKEE, Wis. — J. D. (Don) 
Flemming, who has represented the 
Huth & James Shoe Co., here, in Iowa, 
North and South Dakota for the past 
13 years, is actively engaged in busi- 
ness on his own account as a farmer 
on several hundred acres in Iowa. He 
has farms in several sections. 


J. D. FLEMMING 


When it comes to selling shoes, Don 
is right up with the leaders in the Huth 
& James organization, either heading 
the salesmen’s list or running a close 
second at the end of the season. He is 
an exceptionally well-known shoe rep- 
resentative in the states he covers and 
is well liked and well regarded by both 
large and small operators. And there- 
in lies the secret of his success: in con- 
sistently covering, and what is more 
important, selling a steady volume of 
business to a large number of small 
but loyal accounts in addition to his 
larger customers. 

Prior to Joining Huth & James, Mr. 
Flemming covered the State of Iowa 
exclusively for the O’Donnell Shoe 
Company. 


“Everybody’s Doing It Now” 


BuFFraLo, N. Y.—Somewhat of a sen- 
sation was caused here recently by the 
announcement of the approaching wed- 
ding of John Mueller, widely known 
shoe traveler with the Brown Shoe Co., 
who, his friends thought, was a con- 
firmed bachelor. The date has been set 
for October 19. 

Mr. Mueller has been covering the 
Western New York territory for the 
Brown Co. for the past 20 years and 
is a familiar figure at the various social 
affairs of the Greater Buffalo Shoe 
Retailers’ Association and the Buffalo 
Shoe Style Show as well as a close 
friend to hundreds of retailers. 


1940 








(“ topay's Babies ) 


are your customers 


TOMORROW 


. if you carry Mrs. Day’s 
Flexible W alking Shoes. 
Thousands of today’s babies 
will grow up to your juvenile 
department in Ideal Baby 
Shoes. . and their parents 
will have learned the quality 
and reliability of any shoe 
which carries the Ideal trade- 
mark. 


MRS. DAY'S 


IDEAL BABY SHOE CO., 
DANVERS, MASS. 























Rules to Remember 
[CONTINUED FROM PAGE 21] 


to be awkward or incorrect then it is 
time enough to change it by training— 
under the supervision of a foot doctor 
or physician. In infancy, or in the 
early stages of walking, advice should 
not be given, for we have to give the 
child enough time to develop its own 
gait before we can say whether it is 
correct or incorrect. The fitter should 
not take too much authority upon him- 
self by extending well-intentioned ad- 
vice about walking. He is a shoe fitter, 
and that is an important-enough foot 
health job in itself. There is nothing 
that bounces back so hard as a good in- 
tention gone wrong. 

Today, with foot health rapidly 
mounting in importance in the public’s 
mind, the shoe fitter is burdened with 
a new and heavy responsibility—at- 
tendant to the foot health of the nation. 
And if they are going to do this job 
right they must begin at the beginning 
—with the careful fitting of infant’s 
feet. 


Brown Gaining Prominence 
in Fall Picture 
[CONTINUED FROM PAGE 33] 


cago area, said that although black 
suede is still the best seller, calf is be 
ginning to come rapidly into the pic- 
ture for second runs. There is a heavy 
demand for brown in street and after- 
noon shoes. Sport oxford types and 
shoes of the rugged nature sold espe- 
cially well. Bronze shoes with models 
in alligator calf and calf made their 
first appearance. 
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TOM-BOY ° 


A REAL BOY’S SHOE * FAMOUS FOR FIT ». FAMOUS FOR FEATURES 


% 10 iron Full Grain Shell Cordovan outsole 
% Thomas Heels, 1/16" wedge 
% One piece calf quarter lined 
% Shortback patterns, R & L quarters 
*% R & L corrugated Steel Shanks 
% Long inside counters 
*% Shark Tip 
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No. 826 

Tan Elk 
3¥2-8, A, B, C, D 

$4.00 


PRESTIGE 


SHOE MFG. CO. 


Milwaukee, Wis. 


AND PROFIT” 





New Boys’ Section 
Modern and Efficient 


[CONTINUED FROM PAGE 18] 


wall is richly padded in imitation 
brown grained leather with light border. 
In it is located the horizontal niche 
bearing the word “shoes” in block let- 
ters, as previously mentioned. 

In the center of the padded wall is a 
large vertical display niche. On either 
side are three-evenly-spaced horizontal 
display niches, each having a white 
background indirectly lighted and con- 
trasting vividly with the brown leather 
surroundings. Against this the juvenile 
footwear is most effectively exhibited. 

The department has taupe plus car- 
peting from wall to wall. Blond walnut 
chairs, upholstered in brown, green or 
maroon are arranged in alternate posi- 
tions to bring color as well as comfort. 
A double line of chairs is located back- 
to-back down the center of the depart- 
ment while another row encircles the 
outer edge. Floor mirrors, chrome fit- 
ting stools with upholstered tops, and 
attractive ash trays for mothers or 
dads make up the balance of the equip- 
ment. The department is efficiently 
served from two hidden stock rooms 
at right and left respectively, one 
being given over to juvenile footwear 
and the other to shoes for older boys. 





The depariment caters to youths of 
seven years and up in higher price 
ranges. 

O. A. Kohl, shoe buyer at Baker’s, 
keeps two regular salesmen in the boys’ 
shoe department, while an extra man is 
used for special days. The department 
features close personalized service, and 
careful records are maintained on stand- 
ard file cards. With these cards as a 
background, the salesmen maintain an 
active schedule of outside solicitation, 
employing the telephone as a most effec- 
tive tool for bringing business into the 
store. 

Mr. Kohl is a great believer in tele- 
phone contact. On every dull day, un- 
less there is absolutely necessary stock 
work to do, he has one salesman con- 
stantly on the telephone, calling mothers 
of regular juvenile patrons. There is 
no reason to hesitate about such calls, 
says Mr. Kohl, when you have a definite 
message with something to offer. You 
are doing the customer a service when 
you call attention to special sales, to 
something new, a fresh stock of foot- 
wear, or seasonal items that may have 
been overlooked. Women especially are 
susceptible to special service and are 
always looking for a chance to save 
money on family needs. They appre- 
ciate it when the shoe salesman calls to 
remind them that rainy weather is at 
hand and that the store has a new stock 


of rubbers. When the salesman tells a 
mother that he can send out the correct 
size in rubbers to fit the shoes recently 
bought for little Johnnie, she is sur- 
prised and pleased and she often orders 
them. Just before school opening is a 
suitable time to contact, but there is 
always something to talk about through- 
out the year. The service angle is a big 
thing. 

The boys’ shoe department at Baker’s 
keeps a wide stock of shoes and en- 
deavors to have all wanted sizes and 
styles. When a customer has failed to 
come in for several months, there is a 
good opportunity to call and offer some- 
thing of special interest dependent up- 
on the season and the age of the boys 
(as noted on the file cards). Mr. Kohl 
emphasizes the importance of having a 
definite message. Such telephone con- 
tacts have been highly successful, bring- 
ing in considerable business. 

The rich and colorful new shoe de- 
partment at Baker’s has, in itself, been 
instrumental in boosting the turnover. 
Customer pleasure has also been in- 
dicated by a flood of enthusiastic com- 
ments. Aside from eye appeal, there 
are the more efficient service facilities 
to consider. A modern department com- 
bined with an experienced personnel 
and modern sales methods, provides 
favorable set-up for efficient shoe mer- 
chandising. 








Recorder. 





—When the Man at the Fitting Stool de- 
scribes the materials and parts of a shoe 


to his customer, he is, in all probability, 
using informative data secured from his 


favorite trade magazine — Boot and Shoe 
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HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears. Write for 
Catalog of Shoe Store Equipment now. 


HOWELL Miciinsrs® 
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ASCO 
BOWLING SHOES 
and OXFORDS 

1.35 
i vagecesae Coe 

No. 731X Men's 
Hi. Shoes ... 1.55 
~ Additional Styles 


No. 731X 
THE ARNOFF SHOE CO., 10! Duane Street, N. Y. C. 


Store Name Changed 


MANCHESTER, CONN.—David Werb- 
ner has announced that the store which 
he owns here and has operated under 
the name of The Brownbilt Shoe Store 
will hereafter be known as Werbner’s 
Shoe Store. 


Returns to Coast as Buyer 


Los ANGELES, CALIF.—Fred Beauch- 
witz is now shoe buyer for the women’s 
street and basement departments, as 
well as for the children’s department, 
at the Eastern-Columbia store. He 
was with the Bullock Store, here, for 
a number of years, resigning to take 
charge of the Pizitz shoe department in 
Birmingham, Ala. 
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Department of Suggestions 


Burdine’s new shoe department on their Youth Floor embodies suggestions from 
employees and customers as to layout, stock arrangement, display, etc., and, as 
may be seen, with excellent results. 


MIAMI, FLA. — Approximately $60,- 
000 was spent by Burdine’s in remod- 
eling their fourth floor, which is now 
devoted to everything for the young 
person from the cradle to college age. 
The shoe department on this Youth 
Floor was designed by Eleanor Le- 
Maire, well known interior store de- 
signer, and embodies suggestions from 
all employes of the department, to- 
gether with ideas suggested by cus- 
tomers. For some time before the 
remodeling was begun, all persons con- 
nected in any way with the depart- 
ment had opportunity to make sugges- 
tions concerning the layout, stock 
arrangement, display, etc. These sug- 
gestions were given careful considera- 
tion and, where practical, incorporated 
into the finished plans. The result is 
that salespeople are working now in 
the “ideal” department so far as their 


own ideas of a children’s shoe depart- 
ment setup should be. 

While Miss LeMaire used color freely 
in other parts of the store—29 colors 
on the first floor alone—she confined 
the Youth Floor to the three primary 
colors, reds, yellows and blues. In the 
shoe department yellows and blues pre- 
dominate. There is nothing juvenile 
about the decorations or fixtures; 
chairs are youth size. The arrangement 
places them in three distinct groups, 
one each for small children, for girls 
and for boys. In the stock rooms to 
the rear of the department, and easily 
accessible through two doorways, shoes 
are shelved according to size. 

Thomas I. Jones is manager of this 
department and has been in charge of 
children’s shoes, here, for the past five 
years. 





Stark Named 


Bamberger Buyer 


Newark, N. J.—Morgan Stark will 
assume the duties of buyer of chil- 
dren’s shoes, both boys’ and girls’, and 
men’s shoes and slippers at L. Bam- 
berger & Co., Newark. 

Mr. Stark is a graduate of Rutgers 
College and began his retailing career 
in the Macy Training Squad in 1933. 
From the squad he became assistant in 
the Merchandise Administrator’s office. 
In 1934 he was assistant in men’s shoes 
and hats at Bamberger’s. In 1935, he 
went back to Macy’s as assistant in 
men’s shoes and slippers, which posi- 
tion he held until February, 1939, when 
he was promoted to assistant in boys’ 
and girls’ shoes and slippers. 

Mr. Stark replaces Edmond Beattie 
who has been associated with both 
Macy’s and Bamberger’s for many 
years and who has left to join the 
Physical Culture division of the Selby 
Shoe Co. 


Sholem Opens 
University Store 


CHAMPAIGN, ILL.—Featuring college 
type footwear exclusively, J. J. Sholem 
has just opened a new branch store 
in his building at 609 East Green 
Street, here, which will cater to thc 
needs of some 14,000 students who at- 
tend the University of Illinois. The 
store is located just half a block from 
the University campus. 

Stream-lined, in a cream and black 
color scheme, the store front has been 
completely remodeled, with low ceiling 
show windows, and the store name, 
“Varsity Boot Shop,” spelled out in 
large script green neon letters above 
the store front. The interior also has 
been modernized with chrome furniture 
and with fluorescent lighting effects. 

The store will be operated as 2 
branch of Mr. Sholem’s large down- 
town store in Champaign, where more 
staple and corrective type shoes are 
featured. 
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NEWSPAPER, ADVERTISING 


—lIf you advertise in newspapers 
write today for free samples of 


. Sterling Shoe Mat Service 
A monthly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mail and news- 
paper advertising. 


Vincent Edwards Idea Clip- 
ping Service 

Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
stores and cities you want to see, or 
—_ the selection to our advertising 
stoff. 


.Learn Advertising at Home 


Advertising is an interesting study and 
prepares you to write more effective 
letters; to acquire a larger vocabulary; 
to comprehend the sales and merchan- 
dising —- of a business, and to 
be definitely in a position to recom- 
mend business development ideas. 


- 
VINCENT EDWARDS & CO. 


World's largest advertising servic 
s ry 


342 Madison Avenue, New York City 











N.E.S.L.A. Pledges Support 
To Defense Program 


Boston, Mass.—Resolutions pledging 
support to the national defense pro- 
gram have been adopted by the direc- 
tors of the New England Shoe and 
Leather Association, and President 
Roosevelt and leaders of the National 
Defense Commission have been advised 
by Association President George A. 
Dempsey of the action taken. The com- 
plete resolution reads: 

“WHEREAS, it is the policy of the 
President and the Congress and the 
people of the United States to 
strengthen by all means the National 
Defense, and 

WHEREAS, the President has ap- 
pointed an Advisory Commission, to 
the Council of National Defense and 
the President and Congress have insti- 
tuted other defense measures in all 
fields, now therefore, 

BE IT RESOLVED, that the New 
England Shoe and Leather Association 
and its members, hereby extend to the 
President of the United States, the 
members of the Advisory Commission, 
the citizens of the country and their 
elected and appointed representatives, 
the assurance of their full support of 
the program for National Defense and 
their desire and intent to cooperate 
particularly in all matters concerning 
the design, manufacture and supply of 
military and naval footwear, and 

BE IT FURTHER RESOLVED, 
that a copy of this Resolution be sent 
to the President of the United States, 
to the leaders of the National Defense 
program and also be made public to all 
_ of the shoe and allied indus- 


New Enna Jettick Salesmen 


AUBURN, N. Y.—Leonard J. Mac- 
Gregor and Earl C. McNeill are two 
new additions to the Enna Jettick 
sales staff of Dun & McCarthy, Inc., 
Auburn. 


LEONARD J. MacGREGOR 


Mr. McGregor, who will travel most 
of the State of Wisconsin and the pen- 
insula of Michigan, has been connected 
with the manufacturing and distribu- 
tion of the Enna Jettick line for some 
time. 


EARL C. MeNEILL 


Mr. MeNeill will make his headquar- 
ters in San Antonio, Texas, covering 
that state and Louisiana. He has had 
several years’ experience in the terri- 
tory he now covers and is well known 
to the majority of retailers in these 
two states. 

Both men are now in the field fol- 


HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


Emil Eitel 
Karl Eitel 
Roy Steffen 


sren ys 


RANDOLPH AND LA SALLE 





lowing some time spent at the factory 
at Auburn, familiarizing themselves 
with their new line. 


George Gunn Manages 
Alexander Department 


SPOKANE, WASH.—George Gunn, well 
known Spokane shoe expert and a for- 
mer member of the firm of Gunn & 
Critzer, has joined the staff of Alex- 
ander’s, exclusive women’s specialty 
shop, and is in charge of the shoe de- 
partment of that store. 


Army to Buy 2,500,000 
Pairs of Shoe Laces 


Boston, Mass.—The United States 
Army is in the market for 2,500,000 
pairs of shoe laces for use in Army 
service shoes. Bids on this quantity 
were opened at the local Army base on 
October 3. Results at this time were 
not determined. These laces are to be 
cotton, brown in color and 40 inches 
long. 

On October 10 bids will be opened 
on 22,700 pairs of rubber-top arctic 
evershoes. The United States Rubber 
Company has been awarded the con- 
tract to manufacture 1662 pairs of 
rubber boots of the sport-pac type at 
a price per pair of $3.40. This company 
was low bidder at the opening on Sep- 
tember 23. 
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STEEL TOE 
Steet saiety SAFETY SHOES 


(Patented) and 
POPULAR PRICED 
WORK SHOES 


Carried in Stock 








COMPANY 
Holliston, Massachusetts 


Union Made 
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TOLMAN PRINT INC 
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Riding Shoes 
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IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 
ALSO 








Not to Be Outdone 


HARRISBURG, Pa.—Women employees 
of Hermann’s Shoes and Miller’s Shoe 
Store have formed bowling teams this 
season in the Keystone Ladies Bowling 
League. Miss Sara Snyder heads Her- 
mann’s team and Miss Helen Mowery 
captains Miller’s. 


Answers to Questions on Page 37 
1—(b). 2—(b). 3—(d). 
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Place of Plastics in 
Shoe Style Picture 


WALTHAM, Mass.—Commenting on 
the fact that one of the subjects of 
paramount interest to the women’s shoe 
trade today, from a fashion standpoint, 
is the use of the new transparent plas- 
tic materials, A. F. Bancroft, of the 
Bancroft-Walker Company, expressed 
his opinion that the value of these ma- 
terials depends almost entirely on the 
way in which they are used. 

“Opinions are divided,” said Mr. Ban- 
croft. “We feel that these materials, 
if used in the cheap and tawdry way 
in which they have sometimes been 
used, will have no permanent signifi- 
cance and may prove dangerous. But 
when used in a functional way, com- 
bining a brand new type of physical 
article with high-grade appearance, we 
believe that a transparent’ plastic ma- 
terial is of tremendous importance for 
all time, until, perhaps, it may be 
superseded by something that does the 
same job either. better or more beau- 
tifully. 

“The elasticized shoe was a major 
stage in the development of modern 
footwear and the principle is here to 
stay. The use of a practically invisible 
article with excellent functioning qual- 
ities, and which will stretch in every 
direction, thus making an ideal con- 
formant, is bound to have a lasting 
influence on the trend of fashion and 
not prove just a faddish innovation. 

“In line with our convictions in this 
regard, we have an advertisement of 
Foot Delight shoes, featuring Vinylite, 
in the October 1 issue of Vogue. In 
conjunction with it we are carrying 
fifteen shoes in our cooperative semi- 
stock department. Our dealers are dis- 
tributing reprints of the Vogue ad and 
using a display card and newspaper 
mat which tie in with the Vinylite ad. 
This, we believe, is a new departure in 
merchandising and promotion developed 
by an old New Engiand firm, and we 
believe it should prove helpful to those 
merchants who share our views regard- 
ing the place and importance of Viny- 
lite in the season’s fashion picture.” 


200 Attend Detroit 
Retailers’ “Baseball Night” 


Detroit, MicH.—More than 200 shoe 
dealers and travelers attended the an- 
nual shoe retailers’ Baseball Sports 
Night sponsored by the Detroit Retail 
Shoe Dealers Association, held in the 
Colonial Room of the Detroit-Leland 
Hotel, Monday evening, September 23. 

A sumptuous banquet was served. 
Glenn Buell, president of the 
D. R. S. D. A., presided, with Walter 
(Fibber) Magee serving as toastmaster, 
and doing an outstanding job. Officers 
and past presidents of the association 
were introduced. 

Sam Plotler was chairman of the 
arrangements committee and provided 
a splendid program of entertainment. 
Sam was the busiest man at the ban- 


Sedna 


BY SANDLER OF BOSTON 


DUFLEX 2 UNIT WEDGE 


RIB SOLE 


No. 8110— Genuine Brown buffalo 
uppers, unlined, Duflex Red 2 unit 
Wedge Rib soles. 
No. 8111—Genuine Black buffalo, as 
above. 
No. 8115—Brown polarbuck uppers, 
otherwise as above. 
No. 8117—Black polarbuck uppers, 
othe-wise as above. 
Widths AAA-C 

Price $2.60 


A. SANDLER CO. 


Sizes 3-9 








quet and deserves much credit for the 
splendid and entertaining program. 

Through the cooperation of Ralph 
Terbille of the Detroit News, invita 
tions were extended to the members o! 
the Detroit Tigers, and well-known 
members of the team present as guests 
were: Paul Sullivan, Archie McKain, 
Schoolboy Rowe and Bo-Bo Newsome, 
two outstanding Tiger pitchers; Al Ben- 
ton, Bobbie Seats, Lloyd Giebell, Freddie 
Hutchison, E. Steinback. Another guest 
prominent in the baseball world was 
Shortie Allen, professional player for 
the Seattle team. 

George Stark, the Detroit News’ col- 
umnist, widely known through his “Old 
Timers Club,” and Bruce Dikeman, 
president of the Michigan Shoe Tra- 
velers’ Club, were among the guests. 

A cornetist entertained with selec- 
tions throughout the dinner, and later 
accompanied Ralph Hobson, of the Val- 
ley Shoe Company, who is well known 
in the shoe world for his singing. Mr. 
Hobson sang several songs with cornet 
accompaniment. 

Bo-Bo Newsome proved himself a 
talented and entertaining talker in his 
introduction of many of the ball players 
with a brief resume of each man’s out- 
standing accomplishment and his fa- 
vorable comments on their work. 

At the end of the program the entire 
group joining in the spirit of the occa- 
sion sang several songs, concluding 
with “Take Me Out to the Ball Game” 
and “God Biess America.” When the 
group dispersed all felt that they had 
been privileged to attend the most suc- 
cessful Baseball Night event in the his- 
tory of the association. 
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The LITTLEWAY and UCO LOCKSTITCH processes are easily 


adaptable for today’s style leaders. They assure economical and 
sound means of sole attaching and employ shoemaking principles 


that reflect true flexibility and comfort in the finished product. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Manufacturers, Jobbers and Retail- 
ers who have bought and sold at auction 


have found no spéédier way to get cold 
cash for surplus stocks and-equipment. 


They come to New York regularly 
to attend auctions, guided: by:the ads in 
the New York Herald Tribune, because 
they know that New York isthe greatest 
market for buying and selling merchan- 
dise at auction and that most auction 
advertising is cattied in the New York 
Herald Tribune. 


You, too, may profit by the auc- 
tioneer’s hammer. Keep up with the 
news of New York’s auctions by follow- 
ing the auction columns in the New 
York Herald Tribune daily and Sunday. 
For your convenience, whether you buy 
or sell, we have prepared a handy 
“Directory of Auctioneers,” a listing 
of auctioneers.and the goods in which 
they specialize. A letter or postcard 
will bring you a copy. No charge—no 
obligation. 


Write Department B. 


ae Oe, fm 2 OD .e 


Urtutitas 
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Newspaper Publicity for Barrels of 
Shoes Campaign 


|| Drive Ie Begun 
| For Old Shoes 


| Staten Isianders have been ask 
ee in the “Barre 








. STATEN ISLAND ADVANCE 
STATEN ISLAND, N. Y¥, FRIDAY, AUGUST 23, 1940 








| pelgn 
| stores throughout the Unit- 
o¢ States 

The Tower Shoe Stores, locet 


= BARRELS OF SHOES 
=| FOR WAR REFUGEES 














Millions of weary war refugees are in migration—and only « small 
number will ever see their homes again. They exist from day te day, 
and through relief agencies they get « little bread, « little soup and @ 
few may even get shoes, But there just aren't enough shoes for all of 
them. Supplies of shoes are pitifully small, 


Whetber war continues or peace is declared, famine and sickness 
will be the lot of these millions next winter, unless something is dose by 
the humanitarian forces of the world to belp. 


In many Staten Island homes there can be found a surplus of old 


which when full we will ship 
tion centers to war refugees in Burope. 


TOWER SHOES 


48 Ray Siret 


1110 Castleton Avenue 
| Seareren 











The above advertisement appeared in the STATEN 

ISLAND ADV ANCE, in a dominant position on the open- 

ing page of the second section of the issue of Friday, 
August 23rd. 


In another part of the paper, the news item appeared. 


Charles Leventhal of I. Leventhal & Sons, Inc., Staten 
Island, New York, gives the human interest story as 
follows: 

“We recently began a ‘Barrels of Shoes for War 
Refugees’ campaign in accordance with the plan insti- 
tuted by you in the Boot ano SHoe ReEcorpER. We 
started this campaign by placing an advertisement in the 
local newspaper and placing a barrel in each of our two 
‘Tower Shoe’ stores. 

“The reaction of the public was very favorable and 
the comment was in praise of this humanitarian cam- 
paign. People came to the stores from all parts of 
Staten Island to deposit worn shoes in the barrels. In 
one instance, two boys about twenty years of age came 
into the store with a wooden case containing about 
twenty-five pairs of shoes. They told us that they had 
made a house-to-house canvas of the entire block in 
which they lived and made this collection of shoes. 

“It is our opinion that shoe stores over the entire 
country should take up this campaign in a big way.” 


MEIER SWOPE 


Sr. Louis—Meier Swope, 90 years old, president of the 
Swope Shoe Company, St. Louis, died here Sept. 30. He 
is survived by two prominent nephews, Gerard Swope, of 
General Electric Company, and Herbert Bayard Swope, 
editor and author. He was the oldest subscriber to Boot 
AND SHOE RECORDER. 
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**COME on, folks—fill up the barrel,” says 
Charles Leventhal, leading shoe merchant of 
Staten Island, N. Y. Here’s his barrel, bearing 
the card: “Please Deposit your Surplus OLD 
SHOES FOR WAR REFUGEES in this Barrel.” 
The poster above the barrel is in large type and 
reads: HELP Prevent Sickness and Deaths. 


FT Please Deposit 


your surphis 


arreh 





me Of SHOES 


- For WAR REFUGEES .. . 


War : 

‘se eB ON the campaign to collect Barrels of Shoes for War Refugees through 
. We the shoe stores of America. Next to food, shoes are most necessitous with 
on she Winter coming soon and millions of men. women and children in dire need. 
ir two 


Here’s what you can do to help: — 


— Instructions 
cam- 1. Make your store a collecting depot. 
rts of - Put a barrel in the. store and a card in the window. Publicize freely. 


ls. In . Sort shoes so final shipment contains only serviceable, practical footwear for children, 
came women and men—rubbers also are needed. 

about 
y had 


ack in 


. Tie up in pairs, wrap in paper or newspapers, pack in the barrel securely. 
. Cooper up head of barrel and strap it up securely for ocean shipment. 
. Send barrel—IMPORTANT—freight prepaid by you to: 


. Send BARRELS OF SHOES FOR WAR REFUGEES TO BRITISH WAR RELIEF SOCI- 
: ETY, INC., 480 LEXINGTON AVENUE, NEW YORK CITY (Freight Entrance in Depew 
y- Place). 


- Barrels will be shipped immediately through affiliated distribution centers to war refu- 
gees abroad. 


entire 


of the Barrels of Shoes for War Refugees is a free and voluntary service through shoe stores in 
0. He America, and each participant is expected to pay freight to New York. There are no 
ope, of funds for any expenses. Committee: BARRELS OF SHOES FOR WAR REFUGEES, 


Swope, Everit B. Terhune, Chairman, 5th Floor, 100 East 42nd Street, New York City. 
» Boot 
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naxsfted »m» Wan hetg 


SALESMEN WANTED HELP WANTED POSITION WANTED 











2 1s- INDOW MAN AND SALESMAN: Large 
SALESMAN WANTED IN MISSIS windows; Give full particulars. NANKIN AVAILABLE 


SIPPI to represent distributor of High AID 
Styled Popular Priced Line of Ladies’ SHOE STORE, 158 East Flagler Street, Miami, . A Man of unusual experience. 


; 1 
Novelty Footwear. Large volume of Florida. - 
business established. A real connec- POS. WTD. 2. Conversant with factory costs, 
tion for a Live Wire Salesman. When styling, etc. 
Has very close contact with coun- 


replying, state age, recent connections 
and amount of rcad selling experience. try’s largest and leading Shoe 


1330 Weehtegios Ava Se Conte, Mo. WANTED TO PURCHASE Distributors. 
Has exceptional sales record. 
a qualified as a Sales Manager. 
HAVE AN UNUSUAL i i < 
OPPORTUNITY FOR SALESMEN BRANDED SHOES fete —_— eer aed ro 
Mieco and Growing Girls "Welts und. McKay thai Red Cross, Walk-Over, Florsheim, Arch wants to show a profitable sales 
retail from $2.00 to $3.00. All styles carrigd in Preserver, Bostonian, Stetson, Nunn-Bush, increase. Can furnish most satis- 
, er gt A 8 Dickerson, | & K, etc. Also surplus stocks factory references. 
miselons payable weekly. "Give complete deal To eee or ae FR Miaee Eas fand Street, New York, N.Y. 
Astros $00 come EpeT & ones negegece 1326 Washington Avenue St. Louis, Mo. 


























SALESMEN WANTED S IT A CASE OF WHO YOU KNOW OR 

c ins, slippers, and ski boots. BUYERS OF I"wHat You KNOW THAT GETS THE 

In- mack tock proposition Strictly commission basis. Ex- MANUFACTURERS—RETAILERS JOB? I WILL MAKE THE GRADE UN. 

enced only. Men carrying other shoe lines pre- SURPLUS STOCKS DER MY OWN POWER IF YOU CAN USE 

“a RL AR ay gy We buy for cash surplus or complete shoe stocks. ME—SHOE BUYER, MANAGER, MER. 

Ee, ee en, ek Branded or unbranded. Generous prices. CHANDISER—Consistently engaged.’ Consid- 
tah, Ohio, a. Louisiana, Maryland, Write, wire er phone f ently d 

D. C,, Florida, West Virg 4 . ered amongst FOREMOST. Major League 

Address: VACATIONLAND” Moccasin co., BARSH & CEASAR background. Buy all lines and grades. Finest 

Bangor, Mal 14 8. Third St. Philadelphia, Pa. market contacts. Thoroughly familiar with most 

Phone Market 91 every phase of retail shoe operation and mod- 

ern methods of promotion in department stores, 

specialty, chain or exclusive stores. Capable 

assume additional responsibilities. Honest, ag- 

SALESMEN: Calling on shoe manufacturers, WE BUY gpouive. Sa ae Gndene “i 

retail chains, department stores, etc., to carry ~ ecord above reproach. anywhere. Mod- 

pa: Entire or Surplus Wholesale and Retail erate salary. Address $908, care Boot & Shoe 























as side line a fine line of distinctive bows and 
buckles for pumps. Good territories available; xy Wig Rg BA Recorder, 100 East 42nd Street, New York, 
liberal commission. Please give details. Ad- ity, Arch Preserver, Queen Quality, Bos- N. Y. 

dress $907, care Boot & Shoe Recorder, 100 tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
East 42nd Street, New York, N. Y. IRVIN RUBIN 





89 Re ch 
Phone Barclay 7-7887. New York City HOE BUYER IN DEPARTMENT STORE 
doing $60,000; Present position two years; 


SIDE LINE SALESMAN WTD. Age 34; Married; 16 years’ experience Men's, 


Women’s, Children’s shoes. Last nine years as 


. Beefy rah TE SHOE STORES WANTED MMildvese' 2905, care Boot & Shee, Recorder 105 
, 2 


calling on the retail shoe or shoe repair trade 
you can add $50 to $100 monthly to your earn- FOR CASH East 42nd Street, New York, N. 
ings with a reasonable amount of effort. WNa- retailing men's, women’s shoes from $6.50 


tionally k % Sideli and up having short term leases. 
ionally known products. ideline salesmen Welte te auniidaie te 


anys | Eu — —_ $906, care A. L. BARIS, Pres COST M WA ED 
ecorder, 1 East 42nd Street, . = J . AN NT 

New York, N. Y. BARIS SHOE CO., INC. 

79-81 Reade St., New York 

unusual references on request. ONE with thorough knowledge of figuring costs 

of shoes; also labor costs and specializing 

in time study, figuring out piece work rates, etc. 


FOR ASE Capable of preparing daily report showing actual 
profit and loss statement—not only on total cost 


Buyers of Surplus Stocks of shoes but more so on labor costs of our 
LADIES’ SHOE DEPARTMENT TO We will buy surplus or entire stocks of shoes daily output. Also ability to compile any reports 
from retailers. 



































LEASE in beautiful, modern Ladies’ Ready- manufacturers, jobbers or such as production by department; labor costs 
by departments, materials consumed by depart 


— pe store — town with QUANTITY NO OBJECT b he f 
wing o ‘ ulation. epartment and ments; report of daily cripples through the fac 
store locations 100%. Store location established KIRSCH-BLACHER CO.), Inc. tory; department overhead, etc. State fully— 
since 1907. Address $902, care Boot & Shoe 106 Duane St. New York qualifications, past record and salary —— 
Recorder, 100 East 42nd Street, New York, Phone WOrth 2-5377 and 5378 Address $909, care Boot & Shoe Recorder, 

N. ¥ East 42nd Street, New York, We 




















CLASSIFIED ADVERTISING RATES 


“Positiofi and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
twelve words should be added for the address. In all other cases each word of the 














nt stores, 

Capable 
mest, ag- 
$ worker 
e. Mod- 
t & Shoe 
w York, 


' STORE 
ro years; 
¢ Men's, 
years as 
position. 
wder, 109 
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HOTELS 





Travelers Say /- 
IN ST.LOUIS STAY AT 


Hotel ‘Lennox 
DOWNTOWN, GOOD PARKING 
GOOD FOOD ano REAL SERVICE 














Hide and Leather Prices 


[CONTINUED FROM PAGE 29] 


resented a little more than 7% months’ 
supply as compared with an 8 months’ 
supply at the end of July, is shown in 
the figures just released by Commod- 
ity Exchange, Inc. Finished leather 
stocks for July and August have been 
the lowest since continuous statistical 
records have been kept—that is, in at 
least 20 years—and they represent less 
than 2% months’ supply at the current 
rate of leather consumption. 

Activity in leather during the month 
has been brisk, with some tanners re- 
porting the largest volume of business 
for any comparable period thus far 
this year. Leather prices have moved 
up rather impressively during the 
month, reflecting the expanded de- 
mand. Light cow crop sole leather was 
quoted at 30 cents a pound at Boston 
tanneries, an advance of some two 
cents, while men’s weight black calf- 
skins average C & D grades were up 
two cents and quoted at 45 cents per 
square foot, Boston; men’s weight side 
leather, average 2 and 3 grade, were 
up as much as 3 cents, and quoted at 
20 cents per square foot, while light 
weight women’s colored calfskins aver- 
age C and D grades were up one cent, 
quoted at 33 cents per square foot. 


Honored for 
Ten Years’ Service 


Sr. Louis, Mo.—Fred Melea, who is 
connected with the St. Louis branch of 
the Compo Shoe Machinery Corpora- 
tion, was recently given a tenth anni- 
versary dinner in honor of his ten 
years of service with the company. Mr. 
Melea started with Compo when the 
company was in its infancy, in Boston. 
A few years ago he was transferred to 
the St. Louis office to help take care 
of the increase in business in the Mid- 
dle West. 

W. H. Bresnahan, president of the 
corporation, and William Solar made 
4 special trip by plane to attend the 
dinner. All of the St. Louis service 
men and a few of Mr. Melea’s friends 
in St. Louis were in attendance. Mr. 
Melea was presented by Mr. Bresnahan 
with the Ten-Year pin, the insignia of 
the Compo Ten-Year Club. 


Moulton-Bartley Announce 
New Merchandising Plans 


St. Louis, Mo.—An enlarged mer- 
chandising and styling department has 
been developed and adopted by Moulton- 
Bartley, Inc., in connection with prep- 
arations for the new season. Vice- 
President J. D. Bartley has become 
head of this new department. With a 
score of years in the manufacture and 
sale of women’s style footwear to his 
credit, Mr. Bartley is admirably 
equipped to handle his new duties. He 
is assisted by Ray Roberts and Glenn 
Muldoon. 

Moulton-Bartley’s general program 
of expansion includes broadening of 
their lines for Spring and a step-up in 
styling tempo tied into a new selling 
plan. J. S. Legg, who has been with 
Moulton-Bartley for the past year, has 
been appointed sales manager in addi- 
tion to his previous duties as advertis- 
ing manager of Modeart Footwear. 

In assuming his new position, Mr. 
Legg stated: “Our preparations for the 
Spring season exceed anything ever 
before attempted by this company. It 
is our purpose to make available highly 
saleable shoes in the medium-priced 
quality footwear bracket, so that the 
dealer can enjoy a much needed, wider 
mark-up. Our new lines, therefore, are 
planned so as to afford broader mer- 
chandising advantages with enhanced 
profit possibilities. This new sales 
program in a nutshell is ‘More Profit 
for the Dealer.’ It will go into effect 
with the opening of the Spring lines.” 


Three Firms Share 
Overshoe Order 


Boston, Mass. — Three companies 
share in the award of contracts cover- 
ing the manufacture of 67,580 pairs 
of cloth-top, arctic-type overshoes for 
the regular army, it was announced 
recently at the local Quartermaster 
Depot. 

The Goodyear Rubber Co., of Mid- 
dletown, Conn., will make 20,004 pairs 
at a price per pair of $2.01. The Hood 
Rubber Co., Inc., of Watertown, Mass., 
has received a contract to make 20,000 
pairs at $2.05 per pair. The balance, 
27,576 pairs, will be made by the United 
States Rubber Company of Naugatuck, 
Conn., at $2.07 per pair. The total 
dollar value of the contracts awarded 
is approximately $138,000. 


Mathes Co. to Open 
Aurora Unit 


Aurora, ILL.— Upon completion of 
remodeling, Mathes Shoe Stores Com- 
pany will open here, at 31 South Broad- 
way, retailing women’s shoes. About 
$10,000 will be spent remodeling the 
front of the store by the Mathes organ- 
ization. The lease is for a period of 
years on a guarantee against percent- 
age basis. 
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MERCHANTS’ NEEDS 





LAY IIE 


Shoe Re-Shaping Devices 


hat Alter Shoes te Fit 
7 Abnormal Feet 
Make the necessary 


1g adjustments to provide 





753 Irola St., Les Angeles, Cal. 


William G. Hanson 


MILWAUKEE, WIs.—William G. Han- 
son, 67, vice-president and general 
manager of the Albert H. Weinbren- 
ner Co., died September 29 in a local 
hospital. 

Mr. Hanson, who had been associated 
with the shoe manufacturing firm for 
many years, was a native of Milwau- 
kee. He was a member of the Milwau- 
kee Club and of the Wisconsin con- 
sistory, Ivanhoe commander. Survivors 
include his wife, a sister, two brothers 
and his mother. 


Dr. Nadler to Address 
Tanners’ Annual Meeting 


New YorK—The Annual Meeting of 
the Tanners’ Council will be held Oc- 
tober 17 and 18 at the Palmer House, 
Chicago, Ill. In addition to a broad 
program covering principal subjects of 
trade interest, the Tanners’ Council An- 
nual Meeting will be addressed by Dr. 
Marcus Nadler, director of the Insti- 
tute of International Finance. At con- 
ventions and meetings in recent years, 
tanners have been fortunate in having 
speakers with an exceptional “batting 
average” in their analysis of world 
events and economic trends. Dr. Nadler 
is an authority of equally high caliber 
and his address on the second day of 
the Council’s Annual Meeting will have 
a great deal of interest beyond leather 
and allied trade circles. 

As a consultant to leading fiscal in- 
stitutions and director of the Institute 
of International Finance, Dr. Nadler 
combines a keen insight into world af- 
fairs with an intimate knowledge of 
U. S. economic and financial problems. 
He was one of the principal speakers 
at the recent convention of the Ameri- 
ean Bankers Association and his re- 
marks on that occasion stimulated wide 
comment. In his address before the 
Tanners’ Council, Dr. Nadler will ap- 
praise the international outlook with 
particular stress upon the effect of 
various possible developments on do- 
mestic prospects. 





